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... for the goods and equipment they need for their 
homes. They are but a few of the great many who 
have moved into nearly half a million new homes 
completed in the past 18 months—and for furnishings, 
furniture, equipment for kitchen and garden, for 
everything they needed they turned to IDEAL 
HOME Magazine. There they found the inspiration, 
the ideas, the information they required... . 


IDEAL HOME Magazine is the home-lover’'s 
reference-book. It is like a departmental store in 
print, covering every possible need in this great 
new age of home building—the outstanding medium 
for selling everything concerned with the home. 
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| EXECUTIVES 


Store stages 


‘wonder show’ 


An outstanding example of an 
advertising compan by a retailer 
is provided by a_ successful 
“industries fair” publicised under 
the less grim title of “Mechanical 
Wonder Show” at the LDB store 
in Commercial Road, Ports- 
mouth 


The slack season at the be- 
ginning of September was chosen 
as a good time for demonstrating 
the actual making of merchandise 
in daily use by the public. Press 
advertisements were given a fes- 
tive air with the suggestion of a 
jolly occasion for all the family, 
and with the extra fun of a clown 
to greet the children. 

At the last moment, posters 
round the store and an advertise- 
ment on the front page of the 
Portsmouth Evening News an- 
nounced a special visit of Jack 
Train, the radio and TV star. 
Heralded by a bugler and received 
by the directors, he afterwards 
chatted with customers and the 
14 operators in charge of the 
collection of machines, Interest 
in the show continued unabated 
throughout the week. The clown 

ve away nearly 5,000 balloons 
in three days. 


Purchasing Officers 
see ‘Minibition’ 
The Purchasing Officers’ Asso- 
ciation’s nat'onal conference and 
“Minibition,” at the Royal Hall, 
Harrogate, apres to-day (Thurs- 
day), and will end on Sunday. 
‘he “Minibition”—this year's 
is the fifth—is a feature of the 
association's conferences, and the 
name is registered with the Board 
of Trade. It consists of stands of 
uniform size and design on which 
exhibitors display their latest 
goods, 
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To The Editor .. -in BUSINESS 


Additive process in 
colour photography 


Sim,-l was surprised to see 
Technicolor described as an 
“additive process” in an article 
on the development of colour 
photography in your Screen 
Advertising Supplement. 

Dr. Knopp elaborates that be- 
cause colour information is 
added to white paper this entitles 
a process to be called “additive.” 

Exactly the opposite is true! 

A subtractive process is a 
colour system whereby the whites 
are left virgin (i.e. » he film or 
white paper) and the comple- 
mentary colours are chemically 
formed or printed.by imbibition, 
thus absorbing or subtracting 
certain parts of the spectrum. 

The first additive colour film 
was shown experimentally in 
Paris in 1926, but to-day this 
system has become obsolete in 
cinematography. 

Ernst. R. Loeser. 
190 Haverstock Hill, 
N.W.3. 


Putting up a black 


Sin,—It is good to see that 
advertising columns in this back- 
ward country are now graced with 
a brilliant riposte to the Black 
Seem in the shape of a black 


by. 

Before logical advertising think- 
ing has had an opportunity to 
take a further step forward, how- 
ever, may I venture to make 
public the fact that I have already 
established copyright in the use 
of a black baby with a white eye- 


patch ? 

Freperick A, Horn. 
58 Park Street, 
London, W.1. 


Spending problem 


Sin,—I am perhaps a more 
“earthy” type than Barrington 
Bree (September 23). 

Without any desire to push 
the analogy too far, or to com- 
plicate matters by the introduc- 
tion of one of those endless “call 
a spade a spade and not an 
asterisked shovel” controversies, 
1 dislike the rather disdainful 
use of the “tradesmen’s word 
‘spend’” in his letter, as much 
as his reason for wishing to sub- 
stitute for i: the word “invest.” 

So far from being one of those 
“anxious to be regarded as a 
professional man” I am quite in- 


who provide my  bread-and- 
butter are termed “clients” or 
“customers”—provided they con- 
tinue to spend their money with 


¢. 

if they cease to do so | am no 
longer in a position to invest my 
share of the proceeds with my 
turf accountant. 

If you see what I mean! 


Lesuie Hart. 
23 Great Thrift, 
Petts Wood, Kent. 


Film ‘Hollywood’ 
in Cornwall ? 


Sin,—What does advertising 
think of the re-establishment of 
the British film industry in Corn- 
wall at a centre to be called 
“Mistletoegrove”? 

The advantages of climate, 
light, scenery, econoiny, free 
situation for studios and homes 


THIS WEEK 


“Copytaster” on “The Advertise- 
ment of the Month”—Page 678. 


NEXT WEEK 
Survey of the Religious Press. 


for stars and personnel, “peace 
and quiet,” and geographical 
prosperity are manifest. 
Moreover, the parallel of re- 
moval from New York to Cali- 
fornia of the US film industry, 
and more recently of colour TV, 
is positively indicative. 
OHN K. Goopwin. 


. 


J 
212 Bristol R 
Edgbaston. 


No tie-up with 
agency 


Sir,—I notice in last week's 
*News About People’ a reference 
to my having been appointed con- 
sultant designer to Smiths’ Ad- 
vertising Agency Ltd. 

A misunderstanding has 
occurred, as a result of my re- 
cent appointment as consultant 
designer to the Brades & Nash 
Tyzack Industries Group which 
was followed shortly afterwards 
by the announcement _ that 
Smiths’ Advertising Agency Ltd. 
had been appointed their adver- 
using #gents. 

While, of course, Smiths’ and 
I will be working closely together 
on this particular account, there 
is no further tie-up between us. 

. DE Maso. 


THAN 


MONTHLY | 
(A.B.C.) 


BUSINESS PUBLICATIONSLTD 
180 FLEET ST., LONDON, E.C.4. 


No place for lies 
in publicity 


A publicity man should never 
tell a lie to the press in order to 
get publicity for his company, 
D. Buckland-Smith, press and 
publicity chief of Manchester’s 
elle Vue showground, told 
members of the Manchester 
branch of the Incorporated Sales 
Managers’ Association. “Once 
he tries that, he is on the way 
out,” he said. 

Asked whether commercial 
TV would have any effect on 
press advertising, Mr. Buckland- 
Smith replied that it would un- 
doubtedly cause advertisers to 
think twice before running their 
campaigns solely through news- 
papers and posters. Many con- 
cerns would find that it would 
pay them to revise their outlay 
considerably. 

One of the disadvantages of 
commercial TV, however, was 
that if the consumer saw a show 
he did not like, he could be 
turned against the products it 
was advertising. 


Day-Glo booklet 


A booklet on  Day-Glo 
fluorescent papers and boards, 

blished by L. S. Dixon & Co., 

td., Liverpool and London, sole 
stockists for Great Britain and 
the Republic of Ireland, gives 
details about the use of Day-Glo 
for letterpress, litho, posters, in- 
vitations, leaflets, sales notices, 
labeis, book jackets and magazine 
covers, showcards, price tickets, 
bus panels, windscreen stickers, 
loose advertisement insets, and 
greeting cards. 

The brochure is illustrated by 


brilliantly coloured advertise- 
ments and panels in the full Day- 
Glo range, which comprises 


Saturn yellow, fire orange, arc 
chrome, neon red, signal green, 
and rocket red. 
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The Dorland Attitude to Commercial Television . 


Is it BUSINESS 


or SHOW BUSINESS? 


“Commercial T.V. 
means that Advertising 
has now to learn Show 
Business technique” 

says Duncan Ross 


Dorland, who were making advertising films over 25 years ago, do not come new 

to the world of entertainment. Successful advertising, too, has always had a touch 

of showmanship about it. Commercial T.V., however, means that to serve business 

properly advertising has to call on show business in a wider, more varied way 

than ever before. This calls for the full-time services of men who really know 

show business in all its aspects and that is why Duncan Ross comes to Dorland. 

His knowledge of the Cinema and Theatre, his creative 

ability and technical experience of Television and 

Films, will give the advertising know-how of Dorland 4 can-’ 

ideas men and planners the shape and form that this 

new, powerful medium will demand. on 
7 Managing 

Director 


. . . but Show 
Business has to 
be used so that it 
earns its keep” 


says B. J. Harrison 


“ T.V. will be on all fours with 
other advertising media in at 
least one respect’ says Dor- 
land’s Senior Campaign Planner. 
“It will have to pay its way. 
And its cost will be such that 
the advertiser cannot afford not 
to hold his audience. If he bores 
them, he loses them. There is 
a skill in maintaining audience- 
interest while putting over the 
advertising message which only 
experience can provide.” 


* 


Starting as a copywriter in 1927, 
B. J. Harrison has done most 
jobs in creative advertising, in- 
cluding writing and compéring 
Commercial Radio programmes. 
He has also broadcast his own 
material in a number of B.B.C. 
shows. He sees in the advent of 
Commercial T.V. an opportunity 
for advertising both to re-prove 
its value in selling and to increase 
its public acceptability. 


DORLAND ADVERTISING LTD. 


Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, $.W.1. "Phone Whitehall o112. 
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Thank you Mr. Bardens 
for this shrewd appreciation 
of EVERYBODY’S 


“,.. one of the best low-priced periodicals in Europe” 


“... has all the imprint of enthusiasm, a considered 
policy, and mental elasticity” 


“... There’s a sense of action...” 


“an increasing force in the periodical field” 


Dennis Bardens, one of England's most authoritative writers on magazines, put 
forward these opinions in the first of a series of three articles, now appearing in 
World's Press News, under the title “* Magazine and Periodical Survey”. 


Dennis Bardens shows an amazingly a manifesto on the part of Editor 
clear insight into the aims and achieve- and management that EVERYBODY’S 
ments of EVERYBODY’S. shall be an ever increasing force in the 
The list of typical contributors below periodical field. 

tells you that the dynamic force behind For we believe—in fact we know—that 
EVERYBODY ’S is no chance affair. this higher editorial standard pays 
It is, indeed, a considered policy. . . direct dividends to our advertisers. 


EvcryDOCy S Jiisaptimmtabmed 


Recent contributors include 


SIR ARTHUR BRYANT SIR CHARLES PETRIE A. G. STREET 

SIR TRAVERS HUMPHREYS, P.C. ORSON WELLES ROBERT GIBBINGS 
NEVILLE CARDUS SIR BEVERLEY BAXTER, M.P. ELIZABETH BOWEN 
H. E. BATES BERTRAND RUSSELL, O.M. IAN PEEBLES 


A. L. ROWSE WALTER DE LA MARE, O.M., C.H. SHEILA KAYE-SMITH 
SIR COMPTON MACKENZIE WALTER ELLIOTT, P.C., M.-P. JOHN ARLOTT 


HAMMOND INNES PETER QUENNELL HAROLD ABRAHAMS 
PHYLLIS BENTLEY ANDRE MAUROIS LADY MEGAN LLOYD GEORGE 


A. W Burnett, Advertisement Director, Everybody’s Publications Ltd., 114 Fleet Street, London, E.C.4. Central 7521 
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@AR DEN S&S 
Read by women whose 
homes are their hobbies 


THURSDAY, SEPTEMBER 30, 1954 


COUNTRY-FRESH 
FLAVOUR SAY 
VAN DEN BERGH 


A new quality margarine is 
being launched by Van Den 
Berghs Ltd. on November 1. 
Called Summer County, 
will be backed by a heavy 
advertising campaign. F. C. 
Pritchard, Wood and Partners 
Ltd. have been working on 
the account since May 1. 

Extensive market research has 
been conducted in country dis- 
tricts and the whole theme of the 
advertising will be based on 
“ country-freshness.” 

Double-page spreads _will 
appear in the trade press to- 
morrow (Friday). The initial 
consumer campaign will break 
just before November 1. The 
main campaign will use large 
spaces in national daily and 
Sunday newspapers, provincials, 
women’s weekly and monthly 
magazines and gencral interest 
magazines, 


| Competition plan 

The launching will be backed 
by a competition in which the 
first prize will be £3,000 for a 
country cottage. Competitors 
will have to state in 25 words 
why a mother, pictured in the 
advertisements, has told her 
small daughter to go and buy 
Summer County. 

“We are not entering a full- 
blooded competition war. It is 
simply to get as many people to 
sample the new margarine as 
quickly as possible,” states Garth 
Willock, the PWP account 
executive. 

Selling at 2s. 4d, Summer 
County will be the most expen- 
sive margarine on the market. 
Stork sells at 1s. 9d. a pound. 
Footnote: ‘Country-fresh’ was 
used by Colman, Prentis & Varley 
to introduce Breeze soap. 


breakfast-table battle 


ty beer atvepered # the country 
*& will soot be the tah of the tow 


Summer County 


@ super quality 
Margarine 


with a true countny-fresh fivour + 


for the first time 


How Van Den Bergh are telling the trade. 


—‘FARMHOUSE FLAVOUR’ SAY BIBBYS 


A new test campaign is being Colman, Prentis and Varley 
launched in Bristol newspapers Ltd. took over the account after 
for Rex margarine, a J. Bibby F. C. Pritchard, Wood and 
and Son product, announcing it Partners Ltd. relinquished it to 
to be “the margarine with the prepare for the launching of Van 
farmhouse flavour.” Den Berghs Summer County 

Half-pages are being taken. margarine, ; 
Object of the advertisements is Distribution of Rex is at 
to build up a “country atmo- present confined to the West- 
sphere,” with pictures of cottages country. National distribution is 
and farmhouse tea tables. expected eventually. 


Fraser at IPA 
dinner 


announced recently, is to pro- 

pose the toast of the Institute 

of Practitioners in Advertis- 

ing at the Institute’s confer- 

ence dinner at the Grand 

ny Birmingham, on Fri- 
of next week. 


guests, and Sir John Hott, a 
leading New Zealand agent, 
will reply. 


Publishing plans 
for Christmas 


The Newspaper Proprietors’ 
Association has announced that 
London morning and evening 
papers, and their Manchester 
editions, will not be published on 
Saturday, December 25, and 
Monday, December 27. Sunday 
apers will be published on 
ecember 26. 

In 1948, when Christmas Day 
last fell on a Saturday, Sunday 

pers were not produced in 
ondon and Manchester after 
union trouble over Christmas 
Day working. 
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Advertisers want more information about 


C. L. Hallas 


A new line of presses starts 


EXTRA CAPACITY 
AT ‘GUARDIAN’ 
PLANT 


Pressing the control button to 
start up the Manchester Evening 
News last extra edition on Thurs- 
day of last week on a new line 
of presses, Mrs. Constance Scott, 
wife of L. P. Scott, managing 
director of the Manchester 
Guardian and Evening News 
Ltd., brought a nine-year project 
to a triumphant end. 

The new line of double-width 
presses delivers at six folder 
points, can provide six 16-page 
papers or three 32-page papers, 
and has a running speed of up to 
50,000 copies per hour. 

It was made at Water Lane, 
Leeds, by R. W. Crabtree and 
Sons Ltd, 

Clearing out old presses began 
in 1945 and a formidable task 
faced works director, Charles 
Markwick. Excavation from solid 
rock to a depth of 14 feet over 
the entire press area was neces- 
sary, involving the removal of 
6,000 tons of rock to take driving 
gear and reels of newsprint. 


Six years’ digging 


The main cast iron support 
stanchions of the entire Cross 
Street building six storeys up and 
of 5,000 tons estimated weight had 
to be removed and repositioned 
in steel to take the new press. 
This was done ingeniously with- 
out tremor, yet under working 
conditions of extreme difficulty. 

It took six years to dig the hole 
and line the excavation sides. 

Then recurrent national eco- 
nomic crises, plus Government 
instructions to Crabtrees that 
foreign orders should take 
priority, involved roughly three 

rs’ delay in fulfilling the order 
Or presses. 

Extra capacity now means that 
both the News and Guardian can 
meet all paper size demands in 
1955, when, it is expected, rei ad 
newsprint supplies should bring 
bigger daily issues. 


W. G. Ridd 


Roy Welch 


Mrs. Scott presses the button. 


Record issue of 
‘Modern Woman’ 


Stuart Mander has issued to 
advertisers and agents throughout 
the country a copy of the 124- 
page October issue of Modern 
Woman, which has a _ record 
advertising support. 

The copy is in a folder on 
which promotion data includes 
the information that all colour 
space is sold for 1955, and 
monotone bookings are at a 
record level. 


Bannister receives 


Silver Pears Trophy 


The Silver Pears Trophy, an 
annual award by Pears Cyclo- 
pedia for the outstanding 
achievement of the year, was pre- 
sented to Dr. Roger G. Bannister 
at a reception at the Savoy Hotel 
on Monday by the editor, Miss 
L. M. Barker. 

Dr. Bannister and his team- 
mates, C. W. Brasher and C. J. 
Chataway, who were associated 
with the award, were shown a film 
of the four-minute mile at 
Oxford. 


provincial press 


YOUNG NEWSPAPERMEN ARE TOLD OF 
NEED FOR READERSHIP RESEARCH 


How nearly £10,000 extra in art work, typesetting and 
blocks was added to the cost of an advertising campaign 
owing to differing column widths in local papers was told to 
the Young Newspapermen’s Association Conference last week- 
end by C. L. Hallas, director of Lintas, Ltd. 


He said that the same number 
of insertions in the national 
newspapers for adaptations at 
masterplate stage cost the adver- 
tiser £600. Similar types of 
adaptations, and stereos and 
electros for the provincial list 
cost him £10,300. And this was 
just one campaign. 

Pleading for column-width 
standardisation in all provincial 
papers, Mr. Hallas said to place 
an advertisement in a relatively 
long list of provincial newspapers 
imposed on the advertising agent 
considerable additional labour 
costs for which he was not 
remunerated. The numerous 
adaptations of even one basic 
size in terms of additional man 
hours spent by his own copy- 
writers, layout men, and typo- 
graphical staff was completely 
uneconomical to him if each size 
was to be properly dealt with. 

Mr. Hallas also recommended 
provincial newspapers to supply 
the advertiser or his agent with 
more statistical and other in- 
formation than at _ present. 
Advertisers and their advertis- 
ing agents had to consider adver- 
tising media in terms. of 
economics. The only yard-stick 
generally available to them was 
based upon readership surveys, 
from which they calculated the 
superficial cost per inch per 
thousand, and in these super- 
ficial comparisons the local 
newspapers’ cost per inch per 
thousand was inevitably consider- 
ably higher than other news- 
papers. 


No provincial guide 


Few national advertisers or 
their agents had opportunity to 
assess the relative value of adver- 
tising in provincial newspapers 
by ultimate measurement in 
terms of sales of products. Their 
marketing and, therefore, their 
advertising operations were 
frequently too complex for them 
to be able to isolate and measure 
the effect of individual media in 
immediately resultant sales. Also, 
not all professional advertising 
men had been born in, or had 
lived sufficiently long in, the 
provinces to have personal experi- 
ence of the special relationship 
that existed between many local 
newspapers and their readers. 

“In what way does this reflect 
itself in additional value to the 
national advertisers?” he asked. 


“Does the fact that local news- 
papers are, in contrast to national 
newspapers, specially constructed 
to suit the individual characteris- 
tics of readers in localised com- 
munities, mean that benefit 
accrues to the national advertiser 
by his advertisement being read 
in an environment conducive to a 
more favourable reaction or a 
relatively deeper impact being 
made on his _— prospective 
customers? 

“I suggest that constructive 
thought in this connection, by 
those responsible for the adminis- 
tration of provincial newspapers, 
is well worth while, and may well 
become an essential of their 
economic well-being.” 


Defence of advertising 


Much of Mr. Hallas’s speech 
was a defence of the economic 
and social function of advertising. 
He said that a good deal of un- 
warranted criticism had _ been 
directed against advertising as a 
distribution _ cost. Actually, 
advertising has played an essen- 
tial role in reducing both factory 
and distribution cost, he claimed. 
It had channelled public demand 
for commodities into a relatively 
limited number of brands. 
Clearly, it was far more 
economical to manufacture five 
different soaps each selling 20,000 
tons per year, than 200 each 
selling 500 tons. Furthermore, as 
the volume of production in- 
creased as a result of advertising, 
an even flow of production was 
ensured, which was essential to 
justify the large capital invest- 
ments required for mass-produc- 
tion machinery, thus reducing 
production costs. 

Advertising had also become 
one of the most effective means 
of reducing selling costs and 
simplifying the processes of dis- 
tribution. 

“Each advertising medium has 
its own characteristics and uses,” 
said Mr. Hallas. “Each is more 
suitable to serve some adver- 
tising needs and less for others. 
Most of them, however, have one 
common characteristic inasmuch 
as they fulfil, or help to fulfil, 
part of the distributive opera- 
tion.” 

Asked about the sort of in- 
formation which advertisers 
wanted from provincial news- 


@ Continued on page 730 
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Kemsleys 
join ABC 


The Kemsley Group has 
joined the Audit Bureau of Cir- 
culations as from July 1, 1954. 
Their papers, whose figures will 
now be ABC, are: 

Sunday—-Sunday Times, Sun- 
day Graphic, Sunday Chronicle, 
Empire News, Sunday Sun (New- 
castle), Sunday Mail (Scotland). 

Morning — Daily Dispatch, 
Newcastle Journal, Sheffield Tele- 
graph, Daily Record (Scotland), 
Press & Journal (Aberdeen), Wes- 
tern Mail (Wales). 

Evening —- Evening Chronicle 
(Manchester), Evening Chronicle 
(Newcastle), The Star (Sheffield), 
Evening Gazette (Middles- 
brough), Evening News (Glas- 
gow), Evening Express (Aber- 
deen), Northern Daily Telegraph 
(Blackburn), South Wales Echo 
(Cardiff). 

Weekly — Stockport Express, 
Weekly Journal (Aberdeen), 
Macclesfield Times & Courier, 
Weekly Mail & Cardiff Times. 

Kemsley’s state that this step 
is in accordance with Viscount 
Kemsley’s policy of giving to 
advertisers and agents the maxi- 
mum information possible about 
Kemsley newspapers. 

They point out that recent 
developments on these lines in- 
clude the setting up of a research 
department at Kemsley House, 
London, for the collating and 
circulation of information about 
areas most intensively covered by 
Kemsley newspapers. 

“No difference in the levels of 
net sales announced will result 
from Kemsley’s joining the 
ABC,” the statement continues. 
“The company has for many 
years past issued at half-yearly 
intervals figures of net sales certi- 
fied by its auditors in accordance 
with the formula prepared by a 
committee of the Newspaper 
Proprietors Association. Under 
the ABC formula, of course, 
monthly as well as half-yearly 
averages will be supplied to the 
Bureau.” 
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200 films for advertising 
festival in Venice 


J 

| 

| 

| 

| 

| 

| Among speakers at the 
| opening session of the Italian 
| Advertising Conference being 
| held in Venice this week was 
| Ernest Pearl, managing direc- 
| tor of Pearl and Dean Ltd., 
the British screen advertising 
| 
i 


Her choice— 
and why 


Agents Cecil D. Notley Ltd. believe 
that this idea, to be used for a 
series of Bourne & Hollingsworth 
Ltd. advertisements in a campaign 
in the London evenings and some 
selected magazines, is new to store 
advertising. 

They found a number of attractive 
girls doing interesting jobs and 
1ad them photographed in their 
choice of clothes from the Bourne 
& Hollingsworth range. 

The result appears as the illustration 
to one of the advertisements in the 
series, and the copy tells the story 

of the girl and her choice. 


Glasgow ‘Cilizen’s’ biggest issue 
since the war for radio show 


Excellent attendances and sales 
have been recorded by the Scot- 
tish Radio and Television Exhi- 
bition held at St. Andrew's Hall, 
Glasgow, last week. 

Organised by the Scottish 
Radio Retailers’ Association, this 
was their second exhibition to be 
sponsored by the Evening Citi- 
zen, Glasgow, the first being in 
1952. 

The Evening Citizen handled 
all the publicity as well as con- 
tributing certain features to the 
show. On the opening Monday 
it published its biggest issue since 
before the war, a 20-page edition 
containing a 12-page radio and 
television supplement, which car- 


ried 1.444 inches of display 
advertising and 35 inches of 
lineage in the form of a retailers’ 
directory. 

The display advertising com- 
prised manufacturers’ 
announcements, including eight 
half-pages, as well as 52 local 
advertisements. As this supple- 
ment was the catalogue of the 
show, the advertising in it 
enjoyed a full week's “life.” 

The exhibition was opened by 
Miss Molly Weir, the Scottish 
artiste whose portrait was repro- 
duced on the front page of the 
supplement. to which a number 
of radio and televisjon personali- 
ties contributed features. 


| 

| 

| 

| 

| 

| 
dent of International Screen | 
Advertising Services, holding 
the first international adver- 
tising film festival in con- 
junction with the Italian 
advertising event. 

Mr. Pearl said more than | 
100 screen advertising men | 
had travelled to Venice from | 
; America, England, France, | 
Germany, Norway and other | 
countries, and a large number | 
of films had been entered for | 
the awards. | 

This was only the first of | 
many such meetings which he | 
was sure would lead to more | 
friendly contacts between the | 
advertising film men of the | 
world. Solidarity and under- | 
standing could be achieved in | 
the atmosphere of peace | 
which they all desired. | 

Judging of over 200 films | 
began on Saturday evening | 
and has been continuing this | 
week. 

H. Henault, of France, was | 
elected president of the jury ; 
Hubert Oughton, of Britain, is 
one of four vice-presidents. 

A full report of the Festival 
will appear in our next issue. | 


Film consultants to 
Gas Council 

Regent Film Corporation Ltd. 
announce that they have been 
appointed official film consultants 
to the Gas Council. 

Regent are now negotiating for 
increased studio space in order to 
meet the anticipated demand for 
forthcoming commercial TV _ re- 
quirements, 
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work was needed by 
Trapinex to find the type of transfer 


Research 


that James Southall & Co., Lid., 
of Norwich, required to fix their 
trade mark to the socks of their 
children’s Start-rite shoes in a way 
in which it would retain its colour 
but not harm children’s feet. The 
result, with a strip of the transfers 
used, is shown above. 


BOOKING EARLY 
FOR THE BIF 


Within a week of receiving 
news of substantial reductions in 
exhibiting costs, more than 150 
manufacturers had booked space 
at Olympia for next year’s British 
Industries Fair. Many are taking 
bigger stands than before. 

A world-wide advertising cam- 
paign, backed by posters, show- 
cards, leaflets, a full-scale press 
relations service, and, for the first 
time, commercial radio, will be 
the spearhead of an_ intensive 
drive to attract a more repre- 
sentative range of British 


industry, more trade buyers and 
greater numbers of the general 
public, as well as to provide news 
of British industry overseas. 


At the Business Efficiency Exhibition in Manchester, Philip R. Zimmerman, 
governing director, Business Publications, presents a specially bound copy 


of the “Business’’ Directory 


of Office Equipment 


and Appliances to 


S. Gordon Sloan, general sales manager, Rubery, Owen & Co., Lid., this 
year's president of the Office Appliance and Business Equipment Trades 


Association, 


Robert Spark, editor of the Directory, 


picture, and on the right is Ald. W, P. Jackson, a former Lord 


is on the 5H in this 
ayor of 


Manchester, who opened the exhibition, and who also received from Mr. 
Zimmerman a special copy of the Directory for the Lord Mayor, who 
was indisposed. 
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How specialists will be examined for 
IPA membership 


MUST REACH LEVEL OF ACHIEVEMENT 
WORTHY OF INSTITUTE’S RECOGNITION 


COINCIDING with the publication by the Institute of 
Practitioners in Advertising of the syllabus of the 
examinations for their new membership and associate 
membership examinations, the IPA’s sixth week-end course, 
held at Oxford on Saturday and Sunday, was the first attempt 
to prepare specialists for the latter class of individual 


membership. 

New structure of the member- 
ship examinations of the IPA 
allows, for the first time, an indi- 
vidual to enter the Institute as a 
specialist. Each specialist will 
be required to take two three- 
hour papers in his own subject, 
one three-hour paper covering 
the theory of advertising, cam- 
paign planning, and agency 
organisation and administration, 
and a viva voce examination. 

The 54 students on the course 
were set, by syndicates and indi- 
vidually, questions of the type 
they will be required to answer 
in the general paper. The earlier 
five courses had set the students 
to plan campaigns, by syndicates. 

In a foreword to the syllabus, 
the Institute emphasise the im- 
feodgeng part that the individual 
as to play in maintaining the 
high standards of professional 
fan that membership of the 
nstitute requires, 

“Those endeavouring to 
become members or associate 
members are seeking a profes- 
sional qualification for them- 
selves, and are acting in the best 
interests of their firm or com- 
pany and of the advertising 
agency business as a whole,” says 
the foreword. 

The syllabus defines an asso- 
ciate member as a specialist in 
an advertising agency who does 
not require, or does not have the 
opportunity to acquire, the quali- 
fications necessary for admission 
as a member, but who has 
reached “a level of achievement 
within his or her own categor 
of specialist employment whic 
is considered worthy of recogni- 
tion by the Institute.” 

The general paper is necessary, 


says the Institute, to ensure that 
the candidate possesses an 
adequate general knowledge of 
advertising principles and prac- 
tice, and to establish the ability 
of the candidate to play his or 
her part in an _ advertising 
agency team. 


Technical papers 


The technical papers are de- 
signed to test, at the highest level, 
the candidate’s proficiency in the 
specialised technique upon which 
he or she is engaged. 

The technical papers will be 
set, for the first examinations in 
1955, in market research, copy, 
design, mechanical production 
and printing, press media, out- 
door advertising, and public rela- 
tions in agency practice. 

A footnote adds that while it is 
not possible to extend the above 
range for the 1955 examinations, 
it is expected that papers in such 
subjects as TV, film and radio 
advertising, overseas, and finan- 
cial advertising will be considered 
at a later date. 

The students were welcomed to 
the course, held at St. Peter's 
Hall, on the Friday evening, by 
E. Ward Burton, a director of 
T. Booth Waddicor & Partners 
Ltd., who was chairman of the 
directing staff. 

On Saturday morning lectures 
were delivered by five of the 
tutors on various aspects of cam- 
paign planning. A general intro- 
duction to the subject-—and to 
the course itself—was given by 
R, S. Caplin, managing director 
of R. S. Caplin Ltd., and chair- 
man of the IPA education com- 
mittee. 

He told the students that the 


E. Ward Burton 


course had a difficult problem 
before it. It was the first of its 
kind—the first at which special- 
ists had been present. The 
questions that they would have 
to answer were simple—but they 
had to be answered well. The 
co-operative method which they 
would use to discuss the answers 
would give confidence when the 
examination came along to those 
who, perhaps, had never had to 
sit for an examination before. 


P. L. Stobo, joint managing 
director of S. H. Benson Ltd., 
took up the story of campaign 
planning by giving the copy- 
writer's point of view. It had to 
be decided, he said, what you 
were going to say, who you were 
going to say it to, and how you 
would say it. 

Best advice to copywriters was 
to study the product. 


“Analyse the product,” he said. 
“Study it until you know all its 
advantages and disadvantages 
compared with rival products, 
and the best way to do it is by 

rsonal investigation. Once this 
is done, you can select the right 
audience to approach at the 
lowest cost.” 

The designers’ part in cam- 
paign planning was outlined by 
Howard Wadman, of Greenlys 
Ltd. He said that unlike poli- 
ticians, actors or priests, who all 
had an identical job to do in that 
they had to communicate ideas to 
an audience, advertising men had 
only fleeting opportunities—the 
bus-side that passes in a flash, the 
poster one hurries by, the maga- 
zine page flicked over — to 


J. R. Cuff 


P. L. Stobo 


operate, with nothing in their 
favour except design. 

Research was the subject 
dealt with by J. R. Cuff, of 
Lambe & Robinson Ltd. The 
subject, he said, boiled down to 
making a thousand and one deci- 
sions. One had to gather in- 
formation on the market, the 
product, the name and the pack, 
the price and many other aspects. 
One could never get the answers 
to many of the questions, but had 
to work on the maximum amount 
of information that could be 
acquired. 

Very little was known about 
the subject of media planning, 
said Eric M. Brown, of G. Street 
& Co., Ltd. The relative values 
of various media was an old 
problem, and the best advice he 
could offer was to select the 
media best able to move the 
goods, to integrate them, and to 
do it on a balanced budget. 

“What we have to do,” he 
said, “is to establish trust in the 
client’s mind. If this is to be 
done we shall have to provide a 
good and workable schedule.” 

On Saturday afternoon the 54 
students were split into nine syn- 
dicates. Each syndicate studied 
and discussed six questions from 
one of two examination papers, 
with help from the tutors who 
visited the groups in turn. In the 
evening lots were drawn for indi- 
vidual questions, each student 
being required to write in exami- 
nation style the answer to the 
question he had been allotted. 

On Sunday, the answers were 
read by the students, and the 
tutors commented on them to the 
rest of the course. The success 
of the course had been hard to 
predict, and each of the tutors 
expressed surprise at the very 
high level of individual work 
done, 

Late on Sunday, a discussion 
was held when the tutors, backed 
by C. B. Bagg, of Rumble, 
Crowther & Nicholas Ltd., who 
acted as information officer for 
the course, attempted to answer 
various questions on advertising 
and the IPA’s educational acti- 
vities raised by students. 

At the end of the course, Mr. 
Ward Burton thanked John C. 
Braun, the education officer of 
the IPA, for the sound admini- 
stration of the course. 
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‘This does not 
advertise 
anything ....’ 


Domas, the third Irish agency 
to take over the campaign to 
advertise advestising, has started 
off with an advertisement headed 
“This advertisement doesn't ad- 
vertise a thing... .” The copy 
continues : 

“Besides selling things, adver- 
tising is fundamentally a process 
of information and instruction. 
In a democratic society such as 
ours, advertising has amazing 
effectiveness in getting worth- 
while ideas into people’s minds. 
This was demonstrated in the 
fight against diphtheria ; the near- 
at-hand victory over tubercu- 
losis ; the magnificent rally to our 
defence forces, and the campaign 
to keep death off our roads. We 
know of no more effective 
method to achieve the dissemina- 
tion of facts to people who want 
to help their nation in times of 
need and in times of plenty. 
Advertising sells ideas as well as 
products.” 

The advertisement carries the 
announcement: “Issued in the 
interest of public service by the 
Irish Association of Advertising 
Agencies.” 


Centenary lunch 


When T. Blackburn, vice-chair- 
man of Beaverbrook Newspapers 
Ltd., toasted the Boston Guardian 
at the paper’s centenary luncheon, 
he recalled that it was Herbert 
Ingram who helped to found the 
paper shortly before the Crimean 
War. Ingram was also the origi- 
nator of the Jilustrated London 
News. He sent Dr. Clegg, the 
Guardian's first editor, to the 
Crimea as one of the first war 
correspondents. 

R. P. Winfrey, managing direc- 
tor, gave a warning about the 
first step down the slippery slope 
to despotism—abolition of the 
freedom of the press. 

“Unfortunately,” he said, “there 
are signs that some undemocratic 
ideas exist in public life. 


Three journals, “The Overseas Engineer,” “‘The Commercial Motor” and 
“The Oil Engine and Gas Turbine’ are featured on the Temple Press Ltd. 


stand at the Commercial Motor Show. 


The facia displaying the names 


of the journals is made of aluminium alloy veneered to give the appearance 
of light oak. 


Ad spurt for 


A two colour half-page space 
featuring four new Austin com- 
mercial vehicles was taken in the 
Daily Express on Friday when 
this year’s Commercial Motor 
Transport Exhibition opened at 
Earls Court. 

It announced the introduction 
of a new 2-3 ton truck, a one ton 
van, the A30 5 cwt. van and an 
A30 Countryman all-purpose 
runabout. 

Ford's also used national adver- 
tising to announce their new 
Thames 5 cwt. van which was 
included in a comprehensive 
display of all Thames commercial 
vehicles at the Show. 

One of the largest exhibits at 
the show is a 24 ton 8 wheeler 
heavy goods lorry built for the 
Ever Ready Co. (G.B.) Ltd. by 
Scammell. 

One of the many gimmicks pro- 
duced for the show was a 
“Capasco 8-Sided Compass” 
which was given away at the 
stand of The Cape Asbestos Co., 
Ltd. A small eight-sided card, 
it gave eight reasons for buying 
Capasco brake and clutch linings 
with a little optical illusion trick. 
It was produced by Maxwell 
Clarke Ltd. 

Exhibitors reported good busi- 
ness. Within hours of the open- 


An artist's impression of the stands at the National Fabric Fair. which 


opens at the Royal Festival Hall on October 4. 
manufacturers will exhibit their 1955 ranges. 
Trade Press, publishers of ‘‘Fashions and Fabrics,” 


Over 100 British fabric 
The organisers, National 
have already received 


requests for 19,000 admission tickets from British fabric buyers and overseas 
readers of ‘Fashions and Fabrics Overseas.” 


Motor Shows 


ing on Friday a £250,000 order 
was received by Leyland Motors 
Ltd. for its new underfloor 
engined export bus chassis. 

Manufacturers are making final 
plans for the Motor Show which 
follows the Commercial Motor 
— at Earls Court on October 

0. 

Austins have launched a heavy 
campaign in the national press to 
announce the new Austin A40- 
AS5S0 Cambridge saloon which will 
be featured at the Show. 

The Ford range of cars will be 
basically unchanged but many of 
the cars on show will incorporate 
a number of refinements, particu- 
larly in the interior design. 


The Rootes Group will be 
launching an exceptionally heavy 
advertising campaign with 
spaces, including half-pages 
the national daily newspapers, 
together with provincial news- 
papers, magazines, farming and 
technical journals. There will 
also be a heavy poster campaign. 


*‘LOW-PRESSURE’ 
SELLING 


The American National Sales 
Executive team, which is visiting 
Europe is to attend a one-day 
Irish-American Sales Conference, 
organised by the Irish Branch of 
the Incorporated Sales Managers’ 
Association, in Dublin on Wed- 
nesday, October 6. 

. Ww. Chesson * (Aspro, Ire- 
land), who is this year's chair- 
man of ISMA in Ireland, and his 
council are issuing invitations to 
representatives of the Federation 
of Irish Industries, Coras Trach- 
tala (the dollar exports board), 
the Publicity Club of Ireland and 
kindred bodies. The American 
Ambassador is also expected to 
attend the sessions. 

A member of the council said 
that the team would be particu- 
larly welcomed in Ireland as it 
was bringing films and explana- 
tions of the “low-pressure sell- 
ing” technique. 

“High-pressure selling” had 
never been carried out in Ireland 
to the same extent as clsewhere. 
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Newspaper strike 
threat averted 


The threatened strike in the 
printing side of the newspaper 
industry, which would have 
jeopardised publication of 
national morning and evening 
newspapers, has been averted. 

A spokesman of the Printing 
Machine Managers’ Trade Society 
has stated that strike notices 
issued on behalf of 800 members 
had been withdrawn. 

Discussions between the 
PMMTS and Natsopa, the unions 
concerned in the dispute which 
arose from the printing of the 
Daily Sketch, are continuing, and 
every effort is being made to 
resolve the deadlock by the 
Printing and Kindred rades 
Federation. 


‘Radio Times’ now 
back to normal 


One million copies of the 
London cdition Radio Times 
were printed on the Sunday 
Graphic press at Manchester last 
week owing to printing trouble at 
the Park Royal works of James 
Waterlow. 

It was decided to make alterna- 
tive printing arrangements as late 
as last Tuesday when it was 
realised that the Park Royal 
printing works would not be able 
to handle the entire print order 
of the Radio Times, which is in 
excess of eight million, if the 
issue was to be out on time. 

Nearly two pages of advertise- 
ments had to be left out on this 
print and several advertisers 
could not be given solus posi- 
tions. Rebates were given. 

Production this week is back to 
normal, 


G°oOoLorF 
Solus Club 


At the Solus Club's golf meeting 
held at the Royal Automobile Club 
Woodcote Park, Epsom, winner o 
the Roy Clark Cup and replica was 
the president, Antony N. Hunter, 
and runner-up Kenneth Horne. The 
winner of the prize for the best first 
nine holes was Reg. A. F. Williams, 
and the best second nine holes was 
Harold Fish. 

In the afternoon A. N. Hunter 
and R. A. F. Williams won the 
foursomes event, with Kenneth 
Horne and Harold Fish as runners 
up. The putting prize went to A. W. 
Burnett, 


Aldwych Club 


The president's day meeting of 
the Aldwych Club Golf Circle was 
held at Sandy Lodge, when the 
morning prize was won by W. G. 
Barney, with J. Rafter as runner-up. 
The hidden nine holes prize went to 
A. R. Jullens, and D. Lowe turned 
in the highest score by a guest. 
E. W. Barney won the hidden ninc 
holes prize for players with an 18 
handicap or over. 

In the afternoon W. G. Seabrook 
and J. Rafter won the foursomes 

rize, with A. R. Jullens and 

. Rumble runners-up. 
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L. Ward-Jackson 
‘Express’ group 
appointments 


L. Ward-Jackson has been ap- 
pointed advertisement manager of 
the Sunday Express. We takes over 
tomorrow (Friday) from A. J. 

ayes, whose retirement was 
announced recently, 

Mr. Ward-Jackson started his 
career on the editorial side of news- 
papers and transferred to advertis 
ing. His first job was with the 
Financial Times in 1926 and in 1929 
he joined the city editorial staff of 
the Star. After war service he 
became assistant city editor of the 
Star in 1946, and in 1948 was 
appointed assistant city editor of 
the Evening Standard, \n Septem- 
ber, 1952, he joined the advertise- 
ment department of the Beaverbrook 
Newspapers to control the financial 
advertisement department, Just over 
18 months later he was seconded to 
the Sunday Express for special 
duties under Mr. Hayes. 

W. Austin (Bill) has been ap- 
pointed advertisement manager of 
the Junior Express. We has been 
with the Daily Express for 30 years, 
and has had experience in various 
sections of the display advertisement 
department, For many years he has 
been a senior representative in this 
field, 

* * + 


Roy Ellery, director of Walter 
Hill & Co., Lid., and general man- 
ager of Walter Hill's Poster Adver- 
tising Co., Ltd., has been appointed 
a director of the Manchester Poster 
Services Lid. and its associated 
companies, to fill the vacancy 
caused by the death of Mrs. 
E. V. C. D. Gardner. 


+ o + 


A. F. Roberts, Dunlop's overseas 
advertising executive, has left for 
America with William Lemkin, 
director and general manager of 
Dunlop Clothing and Weather- 
proofs Ltd., and of Chas. Macintosh 
& Co., Lid., to arrange their sales 
and publicity programme for next 
year. 

* * * 


Dick Bentley has completed 25 


years’ service with the Daily Herald, 


where he is a space representative. 


He was with Samson Clark & Co., 


Lid., until he joined the Herald. 


~ KEN 


80, “ys 


W. Austin 


Howard Wadman 


Gordon Wilson has joined the 
board of Smiths’ Advertising 
Agency Lid., where he will be work- 
ing on a number of important 
accounts. Since 1952 he has been 
a senior account executive with 
Foote, Cone & Belding Ltd. He 
started his career with Lintas Ltd. 
and later joined Pal Personna Blades 
Ltd. as advertising manager. 


* * * 


Alan Weeks, publicity manager at 
the Sports Stadium, Brighton, is 
leaving in the near future to become 
general publicity officer of Holiday 
on Ice (Great Britain) Ltd. Mr. 
Weeks has been at the Sports 
Stadium, Brighton, since 1946, 


Joins LPE board 


N. B. Lynch-Robinson has been 
appointed a director of the London 
Press Exchange Lid., with effect 
from October 1. Mr. Lynch- 
Robinson, who is 36, was educated 
at Stowe, and in France and Ger- 
many. He served as an officer in 
the Navy from 1939 to 1945 and 
was awarded the DSC and Croix 
de Guerre. He served on the staff 
of The Times from 1937 to 1939 as 
advertisement representative, and 
from 1946 to 1948 as an assistant to 
the manager. He was also adver- 
tisement manager of The Times 
Educational Supplement. Mr. 
Lynch-Robinson joined LPE in 
November 1948 as an account 
executive. 

* * * 


J. Lynn Brewer is joining Avery- 
Hardoll Ltd., manufacturers of 
petrol pumps, as publicity manager. 
He was previously assistant adver- 
tising manager to L. W. Cooper, of 
Powers-SamagAccounting Machines 
(Sales) Lid. 

* * * 


John Skipper, member of the 
Publicity Ciub of London .ince 
1925, and formerly in the central 
purchasing department of Imperial 
Chemicals Lid.. was married to 
Peggy Pearce at St. Dunstan's, 
Cheam, recently. 
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. Lynch-Robinson Gordon Wilson 


James Noel White, for the past 
four years information officer of the 
Kural Industries Bureau, has been 
appointed chief information officer 
of the Council of Industrial Design. 
His responsibilities will include 
public and press relations, the 
approach to the retail trade and to 
educationists, and publications, in- 
cluding the Council's magazine 
Design 

Paul Reilly, chief information 
officer since April, 1948, was 
appointed chief industrial officer of 
the Council as from September 1, 
with responsibility for the Council's 
relations with industry, its exhibi- 
tion programmes, and for promoting 
the services of Design Review, and 
the use by industry of the Record 
of Designers. 

Mrs. M.-J. Lancaster, press officer 
to the Council, has resigned to take 
up magazine editorial work, and is 
succeeded by Morris Brown, for- 
merly on the editorial staff of the 
Evening Standard, Miss Joyce Blow 
will continue her work as assistant 
press officer in connection with the 
magazine press. 

7 * * 


J. L. Craig, group manager of the 
industrial newspapers division, 
Maclean-Hunter Publishing Co., 
Ltd., Toronto, is visiting the U nited 
Kingdom for four weeks. He is 
particularly interested = in the 
machine tool field, graphic arts 
machinery, packaging, power plant, 
marine, plumbing and heating 
industries 

- * * 

A. L. Cranfield, editor of the 
Star and a director of Star News- 
paper Co., Ltd. has joined the 
board of The Daily News Lid. 

* . * 

Formerly with Crawfords, Robin 
Compton has joined the Time adver- 
tisement sales staff and will be work- 
ing with Webster McLeod in the 
United Kingdom. 

* a. a 

L. H. Dods has been appointed a 
director of the Design Group (Mid- 
lands) Lid 


Lytle’s new 
TV chief 


Dicky Leeman, producer of TV's 
“What's My Line,” “Guess My 
Story” and “Down You Go,” is to 
head C. J. Lytle’s Ltd. recently 
formed TV division. 

Mr. Leeman has had 25 years’ 
experience of stage and film acting 
and direction. After the war he 
worked for the J. Arthur Rank 
Organisation. In 1951 he joined the 
BBC as a TV studio manager, later 
producing his shows. 


Wadman joins Caplin 

After two years at Greenlys Lid., 
Howard Wadman is leaving to 
become creative director of R. S. 
Caplin Ltd. He will take over his 
new ber by the middle of 
Novem 


* * 

Hedey. Bishop has joined the 
studio staff of Stuart eenanetais 
eames 

* * 

Miss Powicle Wright, of Stuart 
Advertising Agency, recently sat for 
two examinations in modern lan- 
guages. She obtained an exhibition 
to St. Hugh’s College, Oxford, and 
a scholarship to Girton College, 
Cambridge, and has decided in 
favour of the latter. 


Obituary 
J. B. Smith 


J. B. Smith, advertisement 
manager of the Northern Echo from 
1912 until his retirement in 1946, 
has died. He was 75. He joined 
the paper in 1896 as a junior clerk 
in the commercial department. 

ell known in sporting circles, 
he was a member of the Darlington 
Football Club board for 17 years. 


E. W. H. Savill 


E. W. H. Savill, who four years 
ago celebrated his 50 years with 
Associated Newspapers Ltd., has 
died at - home in Rochford, Essex. 

3 


responsible for Daily 
Mail space bookings for over 40 
years and in 1949 was appointed 
assistant advertisement manager of 
the paper. 
Ihe funeral takes place to-day 
(Thursday) at 3.30 p.m. at Southend 
Crematorium, 


Head Office : 


MAIDSTONE 
STREET, LONDON, 
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notograph by pe of The Pleet Street Jazz Cluo 


reads the Sunday Pictorial every week 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,446,255, 
the Sunday Pictorial goes into millions of homes 


all over the country. It is read by every 


adult member of the family on the best 
advertising day of the week—-the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than 
that of any other Sunday newspaper. 


ee ‘ a 
_* ‘ — 3 
Pe 669 a 
; : it, 2 s * x ‘ 
of fo YY “. P ae a ‘oe a ie 
: fie 4 ou oo i Hiei eae Ve 3 oe y.| x : 
om ; J “3 3 vs? ‘ bt * n i vane d ; s 4 — / _ 3 
: a = \ Serene amen : ~ om 
a -« da °o ped e ‘ ie 5 2 
> vA , ay : 
2 es | | 
§ “ty 4 ry 4 . : 
a : ‘Z Ye ak j ‘ ey e 
> - ;, => 2 , - 4 ie ' 2 SF 7” 
mu a 7 ¥ a ’ re. - Ane - 2 ee ; 
7 - — a P . 
‘ ' 5 i i ; 7 : iP a f ; “ 4 .. 5 és 
——a 7 in ig ee - jis . ae 
een ea J " o- ae ¥ a «. hae, * are jl . fis ae - 
" ‘ a ~ 4 3 sen x : ° ‘ 4 ae > : vg -% ee % 
- { ra fe = iis “> ay %, a 3 : —— ; 
<li ae : » | Si ahe- | 
< a} Hy, ¢ 1S — : oe | & ‘ %, 
aim Bilis ’ fe . = Nia i: sa ‘ap, rey i 7 @ => : ] er 7 
— j *, a? ; Lh ss : ; ‘ " a ees 
ne hh ’ ee 7 P ‘. a) ee r 
a - Fe SS - ~ | wes 
oe es : a 1 Wy . ~~ a Py ae 3 Ma SBA I. hens 
1 - -. aa a —_ Ff | 5 ; ’ ec _— nh, 
n oe 3 P ‘ 2e ty } a * 
ey G — £ m7 %* Wee : 3 ‘ ghia . 3 SA ° er - ahea & 
er: fo ’ § Jen = _ ia Pe el H 2 a Za . i. 7 % > ag : 
a ee : : Re: 5 § s , , Pe ae : 
‘a | if i wa > 4 2 oo Ad 7 
, ae. aa ap 4 4 ” a as sg tin a 
d a a “e "= & \ ff ei ad 44 
3 a a. = a a : 3 . ae ‘ hie ; 4 
ch 1 ry 2 ’ 4 : s 
. = ie id a ¥ ; ir — ‘ ¥ : gee ; 
er? ‘ ; af : i res 
a4 F rs a Vee a ~ — 
4 . 4 om _~ . ’ 
: ta $ 4 * ai as . wiae - oe Y *. ‘ te 
eG m: " Sf = : ee - Pees & 
Bre. La 
: : ee 
rN 
@ - 
AZ “a 
LZ “ - 
g ; j*” . 
“ip “ ; 
a \ 
t , Ke ‘ 
~~ = \ 
ry al : 
= \ \ ee 
A a / Wi 
SA y) 
a 
‘ ft : 
? 4 a 
« w. ‘ « b t } v 
J 
os ; f 
“Ct Me : { ,: 
\ ‘ 
‘ 
gis a 3 : Pe eee Ry . as" ‘ . = ‘ “J a ae ae ore a : 


ie 


oe 
- "4 


\ Dyess aia 


ADVERTISER'S WEEKLY 


670 


SepTemBer 30, 1954 


Diploma students weak on market research 
EXAMINERS’ REPORT SHOWS CASE FOR 
ADVERTISING IS WELL UNDERSTOOD 


The case for advertising, both social and economic, was 
well known and usually well expressed, state the examiners’ 


reports on this year’s 
Advertising Association. 


A summary of the examiners’ 
criticism and comments has been 
issued by the education committee 
of the Advertising Association to 
help lecturers and students. 

The examiners had much to say 
that was favourable regarding the 
standard reached by many, and 
some of them remarked upon the 
improvement in the standards 
compared with a few years ago. 

“Students cannot omg t 
examinations unless they have 
given the subjects serious study,” 
states the summary, “This should 
not need writing but there are still 
too many students who do not 
take the trouble to os the 
technical literature especially of 
economics and psychology. They 
trust to their general experience, 
to improvise what they think will 
be plausible replies—and fail. 

“Economics is a very strict 
method of approach to economic 
problems ; it has its own technical 
terms and dialectic and no appeal 
through journalese or fine writing 
will do. In psychology the reli- 
ance upon popular opinions leads 
inevitably to serious errors. Each 
subject has its own technical 
terms and must be made the sub- 
ject of intelligent study.” 

Other points from the summary 
are: 

Some students failed because 
they did not read the questions 
with sufficient care and “missed 
the simplest, most elementary and 
important points.” There was 
too much evidence of a careless 
reading of the questions. 

Some candidates failed to com- 
plete their papers and thus lost 
marks they might have gained 
because they seemed unable to 
allocate their time properly. 


Principles of advertising 


The examiners consider 
students need to learn more about 
the principles of advertising. They 
should ” much more fully 
acquainted with the work of the 
various posts in advertising. 

Students seemed unfamiliar 
with the leading printing pro- 
cesses and the type of work for 
which each is commonly used. 
Some confused the work of a 
research department in an agency 
with a market research depart- 
ment. 

Students must develop more 
fully the ability to write good 
reports and letters, They need to 
show a better acquaintance with 
the correct setting out of letters 
and forms of address. 

Questions set to find out the 
weak spots in candidates’ English 
revealed that half the candidates 
saw nothing wrong with “a 
media” and three-quarters did not 


for the diploma of the 


see the tautology in “new and 
comparatively novel.” 

Some confusion was evident 
between direct and indirect com- 
petition and between consumer 
goods and capital goods (some- 
times consumer durables were 
confused with capital goods). 
Students should know the trading 
practices of multiples and the 
difference between them and 
department stores. 

Many failed in economics 
because they had not read the 
subject intelligently. There was 
too much gambling on what the 
right answer might be. 


Psychology 

In psychology students failed 
because they relied upon 
generalisations from popular 
observation and current views. 

“Students must be familiar with 
the technical terms and under- 
stand the basic principles of this 
science and its application to 
advertising if they are to pass the 
examinations,” states the sum- 
mary. 

_ Students attempting the adver- 
ltisement design and presentation 
subject seemed to think that the 
creative side of advertising was 
less important than the technical 
side of the business. Students 
should show more imagination 
and enterprise. 

_ Students gave too little atten- 
tion to the trade press in discus- 
sing media. Candidates some- 
times seemed unaware that a 
provincial daily is not always a 
morning paper. 

_ Some students seemed unfami- 
liar with pa techniques. 
The physical qualities of printing 
surfaces should be more closely 
studied when a wider understand- 
ing of paper selection and usage 
would result. 

In the final division, candidates 
lost marks in questions on copy- 
writing that required original 
thinking and writing. Students 
need to pay special attention to 
the type of readef to whom they 
are appealing. Few students 
seem to grasp when writing a 
headline that it should be arrest- 
ing or factual. There is need for 
interesting and original writing. 
The tendency to use clichés is too 
frequent. 


Students appear to appreciate 
all the aspects of media but do 
not in general follow their reason- 
ing through sufficiently. Students 
should be much more familiar 
with test marketing. 

A large number of students 
failed to pass in market research. 
“The questions should have pre- 


sented no difficulty to any adver- . 


tising man with an all-round 


; 


EXAMINATION RESULTS BY DIVISIONS | 
Students Taking One Division Only 


Division ** A” | Division “ B” 


Pass 


| 


Students Taking Both Divisions 


Pass in both 
A” and “B” | 30-7 
Pass in both 


“C” and “DD” 25-0 


knowledge of his craft and its 
application,” state the examiners. 

“Few students showed any 
signs of using their intelligence in 
applying or interpreting the prin- 
ciples of market research ; far too 
many do not even read the ques- 
tions correctly. Students appear 
to have little idea how to use the 
different types of media research 
reports for the many different 
types of work required in adver- 
tising. 

“Simple and practical examples 
of what happens in daily work 
were above the heads of most 
students. Case histories should 
form part of the training of all 
candidates. 

“Too often the simplest, most 
elementary and, indeed, the most 
important points were missed.” 


Strong on law 

On the other hand only three 
out of 75 candidates failed in law 
which indicates that candidates 
have a good grasp of it. 

A question set on the definition 
of certain technical terms in 
reproduction revealed that many 
students were ignorant of terms 
with which they could be reason- 
ably expected to be familiar. 

Many examinees were unable 
to explain the technical processes 
of printing to those unfamiliar 
with them. 

In advertisement design and 
presentation the technical ques- 
tions were better treated than 
those requiring imagination. 

Most students were unaware of 
the need to work out a budget 


- or of the various ways in which 


this could be attempted. Ideas 
as to the appropriation needed in 
a year’s campaign varied by a 
factor of ten, i.e., from £50,000 
to £500,000. 

There was an almost universal 
tendency to spread the appropria- 
tion over too wide a range to give 
effective impact in any medium. 
Few students took anything like 
all the relevant factors into con- 
sideration. Frequently too much 
time was spent on one aspect and 
even more fundamentally impor- 
tant aspects were overlooked. 


| 
| 
| 


Division “ C” | Division “ D”™ 


| Fail | Pass | Fail | Pass | Fail | Pass | Fail 


} | | 
61-4 | 38°6 | 79:0 | 21-0 | 31-0 | 69-0 | 66-6 | 334 
| 


Pass a A ” only | 


Fail in both 
19-3 50-0 
Pass**C” only Fail in both 
4-0 | 71-0 


' 


CHRISTMAS PACK 


Feuerheerd, Wearne & Co., Lid., 


are introducing this Chartreuse 
miniature display stand, printed in 
five colours, for the Christmas trade. 
Each stand contains four miniature 
bottles of green and four of yellow 
Chartreuse. 

The stands can either be bought 
as a whole or the wings can be 
detached from the centrepiece and 
sold separately. 

Designed by John Bainbridge, silk 
screened by G. A. Shankland, and 
cut by John Horn (England) Litd., 
the pack is produced in cardboard. 

Agents for Chartreuse are S. C. 

Peacock Ltd. 


Printers’ congress 


in Venice 


More than 750 master printers 
assembled in the magnificent 
council hall of the Doges Palace 
for the 8th International Con- 
gress of Master Printers in 
Venice. 

Dr. Ing Fausto Staderini, presi- 
dent of the Italian Federation of 
Master Printers, said their visit 
coincided with the celebration of 
the fifth centenary of Gutenberg. 
Although printing began as a 
black and secret art, it had since 
been the means of casting intel- 
lectual light throughout the 
world. It was the means of pre- 
senting to those who would 
follow, the genius of those who 
went before. 
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Readership figures from the 


ADVERTISER'S WEEKLY 


The DAILY HERALD has more 


readers per copy sold than any other 
mass circulation national daily 


ALL ADULTS 


shows that: 


@ In relation to its total readership, 


the DAILY HERALD has greater 
penetration of the mass market 
than any other national daily. 


1.1.P.A. National Readership CIRCULATION? READERS NO. OF READERS 
Survey (000’s) (000’s) PER COPY 

DAILY MIRROR 4,608 12,789 2.8 

DAILY EXPRESS 4,133 11,608 2.8 


e The DAILY HERALD commands 
more adult readers per copy sold 


DAILY HERALD 


1,865 


6,786 3.6 


than any other mass circulation 
national daily. 


© 6,786,000 people read the 


DAILY MAIL 


2,170 


5,839 27 


DAILY HERALD in any givenday. 


® 22 in every 100 MEN read the 


NEWS CHRONICLE 


1,361 3,796 2.8 


DAILY HERALD. 


© 15 in every 100 WOMEN read 


DAILY SKETCH 


798 2,540 3.2 


the DAILY HERALD. 


@ 15 in every 100 HOUSEWIVES 
read the DAILY HERALD. - 


© 17 in every 100 YOUNG PEOPLE 
between the ages of 16-34read the 
DAILY HERALD. 


e 54% of DAILY HERALD readers 
live in HOUSEHOLDS having two 
or more wage earners—the highest 
proportion of any national daily. 


* A.B.C. figures for July-December, 1953, the period during which 
the survey was carried out. 


At .53 pence per single column inch per thousand 


readers, the DAILY 


HERALD’s larger spaces are 


the most economical available to national advertisers 
of any mass market product. 


Any national advertising campaign MUST include the 


DAILY HERALD 


The paper of the mass market— 


THE MARKET WITH THE MONEY TO SPEND 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE, LONDON, W.C 2 
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Newcastle 

‘Fiesta’ for a 

worthy cause 


“Fiesta” was the keynote of New- 
castle Publicity Club's ball at the 
Old Assembly Rooms, Newcastle. 
For the second year running, pro- 
ceeds of the ball were donated to the 
Percy Hedley School for Spastic 
Children. ; 

The word Fiesta was used in all 
publicity for the ball, which 
attracted nearly 400 dancers, includ- 
ing leading personalities in adver- 


Club News 


tising and publicity in the Newcastle 
district. Among the guests were 
Lord Westwood, president of the 
club, and Lady Westwood. 

At the ball each lady, as she 
arrived, received a red or white 
carnation. An old-fashioned barre! 
organ grinding out tangos and 
Spanish tunes and a five-piece Lalin- 
American band in Mexican costume, 
wandering through the lounges, bars 
and ‘dining room serenading the 
guests, provided the Fiesta touch. 

More than 50 prizes were pre- 
sented to the holders of pet pro- 
grammes by the Newcastle United 
centre-half Frank Brennan, Every 
lady present received a carrier bag 
packed with many advertising 
samples and novelties. 

It is estimated that about £200 
will be handed over to the School 
for Spastic Children as a result of 
the ball. 


Hult 


‘Nothing is new 
in advertising’ 


Advertising was one of the world’s 
oldest trades and basically it had 


never altered, W. Foot-Walker, 
secretary of the East oe J Anti- 
uarian Rosey told members of 
Hull Publicity ‘Jub. He was speak- 
ing on advertising in Hull one 
hundred years ago. : 

“I hardly think anything new in 
advertising will come out in the 
future. r medieval friends knew 
all there was to know about it,”’ he 
said, 

Advertising in the 1830s made use 
of attractive illustrations and 
suggested that Hull businessmen 
should incorporate some picture of 
Hull itself when they advertised, 
instead of the rather dreary unin- 
teresting views of factories with 
railway sidings. 

Hull Corporation made a noble 
effort at advertising in the 19th 
century, when the whaling industry 
languished. They built and widely 
publicised a gasworks run on whale 
oil, “Unfortunately this was an 
unsuccessful venture, mainly because 
coal at the time was so cheap and 
their gallant effort to make whale 
fuel important failed,” he said. 


Leicester 
First group meeting 


Thirty students attended the first 
meeting of the Publicity Club of 
Leicester's Study Group on “The 
Spoken Word” at the Leicester 
Adult Education Centre. After an 
Introductory talk, the group was 
given its first taste of public speak- 
ing. The group is organised by the 
club in conjunction with the local 
education authority. 


Sylvia Weinberg, chairman of the Publicity Club of London, and Harold 
Butler, immediate past chairman, show the club history to a group of 
veteran members of the club. In the picture are Andrew Milne (honorary 
secretary 1914 to 1922, and chairman 1924 to 1926), Francis Hollings 
(honorary secretary 1925 to 1930), J. Manning Moysey (founder member), 
E. V. Battrick (founder member) and Mrs. E. Comerford, who was one of 
the first women members to join after the club was opened to women in 1919, 


Ireland 


Club council will consider plan 
for advertising exhibition 


Members of the Publicity Club of 
Ireland, at the club’s annual meeting 
in Dublin, recommended the incom- 
ing council to examine the possibility 
of holding an advertising exhibition 
in Dublin during the coming session 

The last exhibition was held in 
Dublin in 1945 and had competi- 
tions associated with it. 
preferred that on this occasion the 
effort should be confined to an 
exhibition only. 

outgoing chairman, David P. 
Luke, asked members in executive 
positions to oe special considera- 
tion to pupils who were attending 
the advertising and publicity courses 
at the Dublin High School of Com- 
merce when recruiting staff. He felt 
that there should be more direct 
contact between the advertising 
organisations and the pupils on the 
courses, and that the interest should 
not be confined to an annual dona- 
tion of a prize. 

The honorary secretary, Albert 
Price, reported a record membership 
of 130; and the honorary treasurer, 
Miss Winifred Stacey, referred to the 
club’s satisfactory financial position. 

Among suggestions made to the 
incoming council was that it should 
consider the re-introduction of 
evening meetings, particularly of the 
open forum type, in association with 
other organisations. 

The following were elected to the 
council: D. P. Luke (rish Press), 
M. Miller (/rish Times), George S. 
Childs (Irish Assurance Co.), Liam 
Boyd (Trans World Airlines), Albert 
Price (W. D. and H. O. Wills), 
Michael J. Clarke, Ald. P. A. Doyle, 
Denis J. Gorvey Ganss), Gordon 
Sutton Kelly, illiam G. Kin 
(Independent Newspapers), E. F. 
MacSweency, Brian D. O Kennedy 
(O'Kennedy-Brindiey Ltd.), Fergus 
O’Sheehan (FOS Displays), G. P. L. 
Cook (Lever Bros., Ireland), Joseph 
H. Keating (GEC, Ireland), Senator 
Frank H, O'Donnell, Jack O'’Shee- 
han (Irish Hospitals Trust), Victor 
M. Woods (Fry-Cadbury, Ireland), 
Leslie V. Whitehead (Irish Market- 
ing Co.), and Miss Winifred Stacey 
(Cerebos). 


Members | 4 


Walter Williamson (left), chairman 
of the Bradford Publicity Associa- 
tion, invests the association's presi- 
dent, Ernest Marriott, with a new 
badge of office. The badge was 
subscribed for by members. 
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Conlon medal 
presented 


Joseph O'Byrne, of the lay-out 
department of O'Kennedy-Brindley 
Lid., Dublin, was presented with the 
Conlon Memorial Gold Medal at 
the opening session of the Adver- 
tising-Press Club in Dublin. The 
medal is awarded annually to the 
student gaining the highest marks in 
examinations held over two years in 
the advertising and publicity course 
at the Dublin High School of Com- 
merce, 

The formal presentation was made 
Ly the club chairman, Arthur 

as. 

Frank Padbury showed a film, 
made by himself and Peter D. 
Rackow, of the second Irish Adver- 
tising Conference in Galway earlier 
this year; this was accompanied by 
a tape-recording commentary by 
T. D. Spillane and excerpts from 
speeches made at Galway. 


Leeds 
Power of the 
publicity man 


Any member of the Publicity 
Club of Leeds with £500,000 to 
pene was offered by author and 

ramatist L. du Garde Peach the 
chance to become world-famous. 

Discussing films and publicity in 
a talk to the club on “Showman- 
ship,” he said, “It was not Marilyn 
Monroe who made Marilyn Monroe 
famous—it was her publicity man. 
Give me half a million pounds and 
I will make the world want to come 
and look at you.” 


in brief 


Arthur Thomas, of Radio Review, 
chairman of the Advertising-Press 
Club, and G. J. Balmer; PRO for 
British Railways in Dublin, have 
been elected members of the Pub- 
licity Club of Ireland. . . . Miss 
Marghanita Laski and Bernard 
Gutteridge will meet in an adver- 
tising “ duel" at Monday's meet- 
ing of the Publicity Club of London. 
. . « The Regent Advertising Club 
have sent a questionnaire to all 
members for information on their 
views of the club and its activities. 


Friday, October 1 
FRENCH FORTNIGHT opens. 
GLASGOW PUBLICITY CLUB luncheon 
meeting. Speaker: Major Jack- 
son Millar 

Saterday, October 2 
INCORPORATED ADVERTISING MANA- 
GOERS’ ASSOCIATION, Midland 
Branch visit to Birmingham Post 
and Mail. 10.30 a.m. 

Monday, October 4 
PUBLICITY CLUB OF SHEFFIELD Visit 
to the Village Players, ‘reat 
Hucklow Cuaches leave City 
Hall 7 p.m. 
PUBLICITY CLUB OF LONDON evening 
meeting Speakers: Miss M. 
Laski, Bernard Gutteridge. Wal- 
dorf Hotel. 6 p.m. 
BREWERS’ TRADE EXHIBITION, Open- 
ing day. Olympia. 
SHOE AND LEATHER FAIR Opening 
day. Olympia 
NATIONAL FABRICS FAIR Opening 
Day. Royal Festival Hall. 
BERKS AND BUCKS PUBLICITY ASSO- 
CIATION evening meeting. W : 
Weal on “ Running a Weekly 
Trade Paper,”’ and Theatre Pub- 
licity film “* Inside Story.”’ Berk- 
shire Club, Reading. 7.30 p.m. 


ADVERTISING BIARY 


Tuesday, October 5 
INSTITUTE OF PUBLIC RELATIONS 
Study Session. G. Talbot on “‘ The 
PRO’'s Guide to the BBC."" Ford 
Showrooms. 6.30 p.m. 
LIVERPOOL PUBLICITY ASSOCIATION 
discussion. Paul Short on ‘* PR 
and its lace in Advertising,’’ 
Bluecoat Chambers. 6.30 p.m. 
REGENT ADVERTISING CLUB lecture 
Mrs. Beatrice Ward on “ Typo- 
graphy in Advertisement Design.’’ 
6.30 p.m. 
ednesday, October 6 
PLEET STREET COLUMN CLUB GOLF 
crcte Captain's Day. Gerrards 
Cross. 
ADVERTISING CLUB OF OXPORD ses- 
sion on “Point of Sale Adver- 
tising.”” City Restaurant. 6.30 


p.m 

» October 7 
PUBLICITY CLUB OF ABERDEEN 
annual general meeting. Cale- 
doman Hotel, Aberdeen 
INSTITUTE OF PRACTITIONERS IN 
ADVERTISING Opening day of 
national conference. Birmingham 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION annual dinner. 
Claridge’s Hotel. 
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The Million 
that is a MUST 


OF OR national advertising aimed 


at a coverage of households of the 
higher income groups—the inclusion 
of THE DAILY TELEGRAPH in 


schedules is recognised as a standing 


rule amongst experienced advertisers. 


Che Daily Telegraph 


THE PAPER PEOPLE TRUST 


ee 
est : 
7 ae vw xh ee ee a Pr * 
lll Sh ae 
~" a n its hig: . 4 
| a 
| a 
a 
a 
o@ 
is 
‘ 
" 
ee 
Le 
+ 
ee : 
7 
On 
y > | 
y os ; 
= ut o 
| by 4 | ee : 
er. 7 
: A goals : Bae 
Ey e~ a 
__ ae ys 
ad 
. ll 7 
NET SALES FOR AUGUST, 1954, 1.036.157 COPIES DAILY | 
NT LT A ATT EN NE LL TAT 
ee ce te ee a Be 


EE sett FE Ree TALS 


ADVERTISER'S WEEKLY 


COMMENT 


Kemsleys and 
the ABC 


Admission of Kemsley News- 
papers into membership of the 
Audit Bureau of Circulations is 
an event of major importance 
since it does much to con- 
solidate the strength of media 
representation within that or- 
ganisation. 

While no quarrel can be raised 
with the continuing practice of 
certain newspapers to issue 


Kemsley’s underlines the in- 
creased status which the ABC 
now enjoys. 

Moreover, it is an impressive 
recognition, from the publish- 
ing side, of the success of the 
organisation—especially dur- 
ing the past year—in recruit- 
ing so many prominent adver- 
tisers into its ranks. 


Figures not enough 


And yet, as C. L. Hallas re- 
minded Young News- 
papermen’s Association last 
week-end, certified figures are 
not enough—especially when 
it comes to assessing the rela- 
tive values of advertising in 
the provincial press. 

Local newspapers can give mag- 
nificent instances reader 
loyalty, and of advertising im- 
pact-——but seldom do they do 
so in actual terms of product 


sales. 

Constructive thought or research 
in this connection is eminently 
worth while, Mr. Hallas urged. 


Everything to gain 
The need for such research has 
been stressed before, and there 
is hope that the Institute of 
Practitioners in Advertising 
may soon pioneer the way by 
means of regional surveys. 
Mr. Hallas’s suggestion that the 
problem should be borne in 
mind continually is a sound 
one, and it was well that it 


As every media man one, admit 
the claims of the provincial 
press are strong. This section 
of a powerful and vigorous 
medium has nothing to lose by 
subjecting itself to intensive 
research. But, by so doing, it 
has everything to gain. 
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W'"'H the impending arrival 
of commercial television 
fresh interest is being aroused 
in the plan—long pigeon-holed 

-for a comprehensive copy 
committee to cover all media. 

Within the ranks of the News- 
paper Proprietors’ Association 
and the Newspaper Society, it is 
felt, there is likely to be less 
opposition to the scheme than 
might have been expected a few 
years ago. 

The joint copy committee of 
these two organisations has done 
invaluable work, but increasingly 
it becomes apparent that their 
fiat runs only with prescribed 
circles. 

At present ‘bus tickets in 
London carry an advertisement 
for a ga which is not 
acceptable in the press. (No 
prize for identifying it.) 
Opinion is inclining to the view 

that it will not do advertising any 
good if a product “banned” in 
the newspapers is boosted on 
posters or television. 

Critics might pounce on any 
such instance as evidence of 
“muddled thinking.” 

THE DAY THE AD 
DIED AT DAWN 


ALUTED by  Copytaster 
(page 678) as the advertise- 
ment of the month, Oldham Bat- 
teries ad: “The day my motor 
died at dawn” has been less 
rapturously received in certain 
quarters. 
The Times refused it. They 
didn't like: 
1. The funereal border. 


2. The word “Motor” 
(which —— be read hastily 
s “Mother"’). 


3. The comments about 
other batteries which, in the 
purlicus of Printing House 
Square, sounded like “knock- 
ing.” 

DOWN—OR UP? 


OPIC for much debate in the 
screen advertising industry: 
The Screen Advertising Asso- 
ciation has stated that as from 
next year it will regard the aver- 
age cinema attendance figure as 
334 per cent of capacity, which 
is a drop from the current esti- 
mate of 35 per cent. 

J. Arthur Rank reports an 
increase of three per cent in 
attendance during the last finan- 
cial year for cinemas within his 
_ organisation. 


Talking Points 


HAIL—AND THE 
STUDENTS’ FAREWELL 


Four students from a London 
agency arrived at Oxford for the 
IPA’s week-end course. 

They attended the introductory 
session. They heard what 

md the course would cover. 

“This is too simple for us,” 
said these specialists. They 
packed their bags and left the 
city of dreaming spires. 

And so they missed Robert 
Caplin’s comment that students 
should take their chance to 
learn “with basic humility.” 


THEIR LEISURE— 
OUR OPPORTUNITY 


ROWING appreciation of 
British craftsmanship by 
American consumers now offers 
many British industries new 
opportunities to expand their 
markets, according to Jules 
Becker, a partner in Becker and 
Becker Associates, industrial de- 
signers, of New York and 
Dayton, who is now in London. 
In Mr. Becker's opinion, by 
acting now on this trend, progres- 
sive British manufacturers will 
not only increase markets in the 
dollar countries but will gain a 
competitive edge at home. 
“The steadily climbing stan- 
dard of living in the United 
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Advent of commercial TV stresses need 


for comprehensive rulings on copy 


States is spurring this oppor- 
tunity,” he says. “More families 
now have the leisure to appre- 
ciate and income to demand the 
fine merchandise that is tradi- 
tional in many British industries.” 


IT PAYS TO MODERNISE 


ROOF that it pays to 

modernise has been given in 
Scotland by the British Bata Shoe 
Company, which has just com- 
pleted its 17th transformation of 
shop premises. 

Shops which were, in some 
cases, struggling against modern 
competition have taken a new 
lease of life, and are showing con- 
siderable increases in returns, 
with the same staff, the same 
shoes, and the same management. 

Points which emerge : 

The customer has no loyalty to 
a particular name or brand unless 
it is constantly impressed on her 
mind as being top value, and as 
leaders; price is important, but is 
not a vital factor since the same 
shoes could have been bought at 
the same price in one of the older 
shops, 

The suggestion that an attrac- 
tive modern shop front would 
frighten away the “working class” 
shopper as been proved wildly 
inaccurate. 

Experience has shown that a 
shop in a relatively unpopular 
area can be boomed to popularity 
and increased business by giving 
it the necessary glamour. 


TO-MORROW’S TOPICS 


®@ Little evidence of misuse has 
so far been discovered by the 
special sub-committee ap- 
pointed by the Outdoor Ad- 
vertising Industry Advisory 
Committee to investigate the 
problem of advertising on 
“deemed consent” sites. The 
investigation continues. 


® “To-morrow’s colours” will be 
the selling feature of a cam- 
paign for a new range of 
kitchen utensils to be launched 
shortly. 


@A big motor company is to 
angle its advertising to teen- 
agers. The aim is to influence 


family spending in eight to 
ten years. 


@ Development of a range of 
“odourless” driers for use in 
the manufacture of paint, — 


printing inks and linoleum will 
lead to increased advertising 
in these fields. 


@To further the action pro- 
gramme approved for next 
year by the European Produc- 
tivity Agency there will be a 
stepping-up of activity in the 
field of general information 
and audio-visual aids. 


.@ The radio trade in Northern 


Ireland is planning record self 
promotion for 1955. 


©@ Satisfaction that traders’ op- 
position has prevented any 


ROUND TABLE 


THE MILHADO OCTOBER RATE LIST IS OUT! 


Giving up-to-date details of more than 400 newspapers, journals and trade papers on the Continent, Indonesia, Japan, Dutch West Indies, Belgian 
Congo and French North Africa. 


if you have not yet received a copy of the Milhado rate list apply to :— 
ALBERT MILHADO & CO. LTD. - 140 CROMWELL ROAD 


* LONDON, S.W.7 


Telephone : Fr 
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Vanily Fair 


ee. 
Z~ 


carries your 
message to 
the younger, 


smarter woman 


LILIAN E, BRISCOE 
Advertisement Manager 
Vanity Fair 
30 Grosvenor Gardens, London, S.W.1 
SLOane 4591 
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Educationists have a phrase—“ late developer ”— 
that, in a way, applies rather well to Norman Moore. 
Until recently chairman and managing director of 
Benson's; now president of NABS; president of 
the Advertising Association, and the only man in 
more than 20 years to have held both that position 
and the presidency of the Institute of Practitioners 
in Advertising, Mr. Moore is literally at the very 
top of his profession. Yet he did not enter adver- 
tising until he was 40 ! 

The same thing in sport. Not till he was 48 did 
he take up yachting—and now? He is captain of 
the British National Swallow Club, having won the 
National Swallow Class Championship four years 
ago. Indeed it still comes as something of a sur- 
prise, as one flicks through the pages of @ society 
“glossy,” to see a picture of him wearing a yachting 
cap and giving or receiving some cup or other! 

' In his time he has played many parts. After 
Cambridge (Honours Mathematics and MA) he 


Portraits 
by 
BARON 


worked hard as a “Sanders of the River” (i.e. 
Assistant District Commissioner) in Uganda—but 
not too hard to prevent his bagging 15 elephants, 
as well as leopard, buffalo, and most other kinds 
of game. 

Since then he has been soldier, ardent worker 
for charities, adviser to the Government on publicity 
matters, and chairman of the formation committee 
of Betro and Betac (designed to foster British export 
trade and advertisir.g). In Freemasonry he has 
reached the position of Deputy Provincial Grand 
Master of Middlesex. i Big 

He has the knack—commoner perhaps in Britain 
than elsewhere—of possessing a high degree of 
professional skill and drive, without parading it. 
But to nothing that he has ever done has he brought 
more energy and enthusiasm than to the furtherance 
of his ambition—that the Advertising Association 
shall speak for every branch of advertising against 
all unwarranted criticism. 


CONTACT 
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BOTH SPEAK 
THE SAME LANGUAGE |! 


Both these advertisements—one in LIFE INTER- 
NATIONAL, one in LIFE EN ESPANOL—speak the 
language of sales. 


They speak with unusual impact. For LIFE’S two 
international editions not only have the largest 
page size among international magazines but, 
like LIFE in the U.S., stand out in quality of 
printing and fidelity of colour reproduction. 


They speak to the right people. For the over half 
million people overseas who buy these two 
editions every fortnight enjoy incomes and posi- 
tions far above average. (Better than 9 out of 10 
are in business, government and the professions.) 


They speak with ever-increasing effect . . . as copies 


of the magazines are passed on... as shoppers 
see tie-in displays at point of sale. 


No wonder so many leading international companies 
—like The Dunlop Rubber Company Limited—are 
speaking to their best customers and prospects 
around the world in LIFE INTERNATIONAL and 
throughout Latin America in LIFE EN ESPANOL. 
If you also are interested in speaking the language 
of sales, please write for the booklet, ‘‘More Facts 
about LIFE International Editions”’. 


‘ Spranish jor Latin tert 


Lnglish around the a 


TIME GB LIFE BUILDING, NEW BOND STREET, LOKDONW Wi 
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Review of Advertising 


The 


the month 


N the eyes of advertising 

agents and their clients the 
summer must have come to an 
abrupt end about three weeks 
ago, for the autumn campaign- 
ing season has apparently 
arrived, 

Already there are far more new 
advertisements on which I would 
like to comment than there is 
space in which to show them to 
you, and I live in dreadful expec- 
tation of seeing my first picture 
of Christmas trees or Santa Claus 
before the leaves turn brown. 

Unfortunately, I have no copy 
before me of what must surely 
have been the advertisement of 
the month, for I only managed 
to catch a glimpse of it over 
somebody's shoulder during a 
railway journey. The advertise- 
ment was for Oldham Batteries 
and it had a most dramatic photo- 
graph of an utterly exhausted 
man leaning against a wall—or, 


advertisement of 


By COPYTASTER 


rather, leaning against the border 
of the advertisement. 


should send a couple by 
express messenger to-day. 

From my momentary glance at 
the copy (with the headline: 
“The day my motor died at 
dawn”) I had an impression that 
although the writer had piled on 
the agony a little too much 
instead of allowing the picture to 
speak for itself he had piled it on 
with considerable skill and great 
effect. 


o oF 
ANNOYED BY the innumerable 
parrots who squawk about the 
rils of “negative” advertising I 
oe collected a good deal of 
evidence in the last few years 


AND 


WESTERN 
MAIL 


SOUTH WALES NEWS 


The ONLY morning paper printed 
and published in Wales, it has a 
strong influence on the sale of 
high quality goods, from industrial 
equipment to household articles. 


The National Daily of 
'W— Wales & Monmouthshire — 


HEAD OFFICE CARDIFF 


TEL. 


33022 


Advertisement Manager, R. H. Harrison 
London Office, 176 Fleet Street, E.C.4 


Manager, George J. Studd. 


Tel. CENtral 4691 


—— 


Although Copy- 
taster believes that 
the agony has been 
piled on a little too 
much, he yet re- 
gards it as the ad- 
vertisement of the 
month, The atti- 
tude of despair has 
been magnificently 

caught. 


that a dramatic presentation of 
the horrors of being without a 
product can be incomparably 
more effective than any other 
technique. But it must be really 
dramatic, completely serious and 
reasonably believable. 


_From the copywriter’s point of 
view it is a most stimulating but 
nearly always a disappointing 
exercise, for it is practically im- 
possible to avoid a most inartistic 
anti-climax at the moment when 
utter failure and disaster are 
turned to joy and triumph by the 
tablet of soap or cup of cocoa. 


But the copywriter’s gloom is 
all his own, for neither clients 
nor newspaper readers seem to 
mind or even notice these far- 
fetched transitions from high 
drama to low bathos. 


Most people would think it 
more lucky to walk under a 
ladder than to discuss it in a 
nylon stocking advertisement, 
but I have never believed in the 
ostrich policy. 


_ When women talk about stock- 
ings they talk about ladders, and 
when they choose their brand you 
can be sure that ladders are not 
far from their thoughts, so why 


| not acknowledge the fact instead 
of pretending that ladder is an 


unspeakably naughty word? 
But once you decide to seize 


| the nettle you must hold it firmly 


and deal with it faithfully, and 
that is just what Kayser Bondor 


| have most signally failed to do. 


“Do your stockings ladder ?” is a 
most provocative and exciting 


| Question, but if it does not receive 
| a dusty answer it gets a very 


woolly one: “Of course they do 
. Sooner or later. But with 
Kayser Bondor's wonderful fea- 


@ Continued on page 680 


THE DAY | 
MY MOTOR 


‘You weed a mew Gacrery’, ha wid. 
“Bat | only had this one aboatatn montsaagal” — % 
He touted at tt 4 
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While Copytaster believes that 
the moderation of this advertise- 
ment makes for conviction, it 
should have been more specific, 
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tycoons saw A 


in their favourite paper 


COONS are particularly receptive to new ideas, new methods of 
getting things done more efficiently, more economically —and they Boh ‘the a st we 
are as receptive in the barber’s chair as in their private sanctums. edlitient ‘danettion, 
§0,000 tycoons read THE ECONOMIST (ABC net sale 50,640) in business Erwin Wasey & Co. Ltd. for 
hours and out of them. No wonder it is selected by advertisers as ee 


ther for Trans World Airlines, 
different as the Lead Development Association, Mullard, and TWA." 


The Economist 
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© REVIEW OF ADVERTISING —continuea 


tures — nylons mostly ladder have always striven a good deal 


later. more strenuously for originality 
That is all! Not another than most advertisers, a I can 
word to explain what they mean remember campaigns with cats 


by “special features.” sleeping in chairs, and dogs, and 
Theirs not to reason why. even a loquacious lion. Copy wD 
Mind you, I have no quarrel has often been os ‘and some- you ot ina Contique. 
e with the idea of the “sooner or times anaes aphy are wonderfully 
later” gambit. Its very modera- has _ been de) ogy 


for yourself... 
is believing! 


tion makes for conviction, seemly. 
although the phrase “nylons I cannot think of any other 
mostly ladder later” might have trade that has so consistently 
been much more happily encouraged the good in adver- 
expressed, but if there were a case tising and discouraged the bad. 
for being specific this is it. Cintique have had yet another 
© ° ° new idea, and they show the The task of such 

RONSON Have had a half-page chair occupied by a ghost who 4” illustration is to 
in national newspapers and other reads and smokes a pipe and un- hold the attention 
8 in magazines to advertise accountably wears slippers but is /ong enough to 
their new Flo-Line lighter—speci- himself invisible. lead one into the 
ally streamlined for jet pilots 


An ingenious 
ing system is 
with 

»pilie cushioning. 
} @ wide range 


chairs and vettees, ina 


copy. But the copy choice of beautiful 
$ perhaps. Passing their shop- Holds the attention is not up (o |iifomeiniia 
2 window in the Strand I thought . standard and in 
5 1 would look at the new model. To me it does not spell Copytaster's view 


The main feature of the display, laziness and _  sybaritic com- 
however, was something called fort as clearly as did the 
the “Whirlwind,” and there was famous silhouette of Kenneth in 
net a Flo-Line to be seen, nota the Buoyant series, but it is 
proof of the advertisement, not original, it is an eye-catcher and 
the slightest evidence that the it holds the attention long enough 


it is all a sad case 
of a bright idea 
being tarnished by 
the copy, the lay- 
out and, to some 
extent, by the 


‘ new model was in existence. to lead one into the copy —which typography. 

= Do you wonder that ulcers are is, after all, the task of such an 

” the advertising agent's occupa- _ illustration. 

é tional disease But when we come to the comfort until you sit in a Cin- myself whether the copywriter 

yi * * * what a falling-off is there ! tique” is as wey an opening paused for even a hundredth of 

Fmep anv almost electrified headline—skied like a poor paint- sentence as you will find ina long a second to wonder whether this 

by the unforgettable Buoyant ing in an art gallery—is a day's search. eae | word was the most apt 
campaign of the 1920s, chair enough for oth ene, but: ZING ~—s— BALLPOINT could find for a product in 


makers-——with the sturdy and suc- cannot appreciate the Tes described as “a ballpoint. brist- which the smoothness of the 
cessful exception of Berkeley— made in the search for perfect ling with good points” and I ask point is of major importance. 


ee =| ood products 
. SS deserve 
; good presentation 
. 
: Everything you can expect 
. from a first-class 
a display organisation you will get 
4 from Priestleys—the firm with 
: atex Rubber Models produced in quantity b i i 
Prien be Mel pret y! sn Arden eet ca selling a 
Priestleys./ 
3 GLOUCESTER 


Commercial Rd. Glo'ster 2228/-4+ 9 Buckingham St.£.C.2.Tra 4277-8 - Birmingham Cen. 1941+ Manchester - Cardiff 
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With its guaranteed 1,000,000 sale, 
The Reader’s Digest offers advertisers \ 
a new kind of opportunity 


MAGAZINE of solid interest, edited strictly for 
A reading ... you might expect a valuable but limi- 
ted circulation. ; 

The Reader’s Digest, however, has rapidly built up 
sales to a million. Here’s what this unusual combina- 
tion of penetration and circulation has to offer: 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite 
succeeds in carrying conviction. In the normal struggle for 
hasty attention, it may be forced to shout its message, in 
big headlines, brisk slogans. 

A good shout is a fine thing — it gets its effect. It often 
sends the customer in to buy. But it’s not really the way to 
tell a story convincingly —so that he, or she, will be proof 
against someone else’s louder shout next day. 

In The Reader’s Digest you can speak persuasively and 
convincingly to several million people who make time for 
reading because they /ike it. By reaching a receptive 
audience of this size and character, you underpin with 
conviction the rest of your mass campaign, and add 
incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 


right for the job 


The Reader’s Digest is a well-proven medium for selling 
anything that, to the family or individual, represents an 
important purchase. From a camera to a holiday cruise, 
these purchases are pondered, planned. The advertisements 
are carefully studied — and nowhere more carefully than in 
this magazine edited for reading. 

With its million sale, The Reader’s Digest gives wide 
coverage of the “important purchase” market ; deep pene- 
tration, too, since it is designed for thorough, leisurely 
reading by all the family. For many advertisers in this field, 
it is a campaign in itself. 


3. To all advertisers — an exceptional chance of 


readership among people apt to influence others 


When the articles and stories in a magazine are edited 
entirely for people who can and do read —and love it, as 


The Reader’s Digest 


THE ADVERTISEMENT DIRBCTOR, | ALBEMARLE STREET, LONDON, W.1. TELEPHONE: GROSVENOR 4758 


1960 1951 1952 1953 1954 
(Oct.) 


the sales show ! —isn’t it likely that, in this company, the 
advertisements, too, will have the best possible chance of 
being read? : 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like 
to keep up with the world. They’re interested in everything 
—the latest in science, in medicine, in many other fields. 
They are receptive to ‘deas. 

And, as such, they are a little more alert than others. In 
trying and buying nev things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES— OCTOBER 1954 


£ £ 
Full page, black & white - 625 Half-page, 2-colour- - 365 
» » 2colour - - 650 Spread, black & white - 1,050 
» » “colour - - 750 »  2colour- - - 1,080 
Half-page, black & white - 350 »  colour- - ~- 1,250 


“BUY-LINES” —Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks — £175 


Note that a 4-colour page costs only 20°, above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 4%, above. 10°, extra for 
bleed, on half or full pages. All rates are for a guaranteed 1,000,000 average 
monthly net paid sale. ; 
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creative 
sales 
promotion 


THE ASTRAL GROUP of companies 


offer a complete service, for the creative design 


and production of sales 
promotion schemes. We specialise in brochures, 


catalogues, dealer display and point-of-sale material. 


Astral Arts 
Group 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET LONDON W1 
Telephone: Grosvenor 8711 (ten lines) 


Associate companies: Mercury Displays Ltd 
Atlas Photography Ltd - Anvil Press Ltd + A’P*S Ltd 


How to write hand-outs 


for the trade press 


of the correct 


of editorial notices 


The importance placing 
trade journals lies in the fact that the trade press is a link in the 
marketing of a product. In this article PAT BOWMAN, who has 


OMEWHERE, a copywriter’s 
head is bowed in shame. If 
it is not, then it ought to be when 
he has read this. Here, word for 
word, barring the name of the 
product, is what a well-known 
provincial agency submitted re- 
cently to a Fleet Street trade 
weekly :— 

“The name ‘Shrdlu’ is a house- 
hold word amongst users of 
wheelbarrows. It signifies true 
British workmanship at its best 
and embodies the latest engineer- 
ing refinements to make it the 
Rolls-Royce of the wheelbarrow 
industry. 


Barrow for others 


“Up to the present, the people 
benefiting from ‘Shrdlu’ are 
building trade operatives, but 
now ‘Shrdlu’ are pleased to an- 
nounce the advent of a garden 
barrow for the benefit of other 
sections of the community and 
industry. 

“The photograph portrays the 
patented cross stay which guaran- 
tees good support to the body. 
Attention is also drawn to the 
front stays supporting the front 
slope of the body, thus insuring 
(sic) that no matter where the 
weight is placed the wheelbarrow 
will not sag. The position of the 
handles is also noteworthy, as 
from observation it can be 
noticed that in lifting the handles 
to the wheeling ition, the body 
is then perfectly horizontal and 
nothing is tipped over the front 
wheel. 


“The makers are certain that 
this garden wheelbarrow will be 
most popular, and find as much 
favour as its brother has with the 
present industrial users.” 


It still happens 


To think that this can still 
happen! 

From the editorial int of 
view, the only thing in favour of 
this piece of work was that it was 
clearly typed on one side of the 
paper. 

Worse still was the way it was 

resented to the journal, The 
etter was addressed to the title 
only, not to the editor—or even 
to the advertisement manager. 
The name of the client was used 
to head a lengthy screed; no 
address was given. The clients 
had asked for this to be sub- 
mitted because “they believed it 
worthy of mention in the editorial 
columns and of interest to your 
readers.” Should it prove 


interest, a photograph would be 
forwarded “to be used in con- 
junction with the copy matter. 
In anticipation of your kind co- 
operation, We are, Yours, etc.” 

“In anticipation of inspired 
interpretation by a knowledge- 
able sub-editor,” is what is 
meant. 

It is all too easy to pull this 
poor specimen of a hand-out to 
pieces: the hackneyed phrases, 
the pompous airiness and the 
condescending attitude—but the 
greatest crime is the lack of 
information in it. 

The covering letter is an 
equally easy target, with its ill- 
considered expression and mean- 
ingless words, and its kind offer 
of a photograph when the whole 
horrid puff has been written 
around the assumption that a 
picture will be published. 

It does not require a seven- 
year apprenticeship to the wheel- 
barrow trade to work out what 
the retail and wholesale reader 
wants to know, which is what the 
trade paper wants to publish. 


Basic essentials 


Keeping to the wheelbarrow as 
an example, here is what is 
wanted. Firstly, the name of the 
product ; once is usually enough 
in a trade editorial. Next the 
proper title and full postal 
address of the manufacturer or 
distributor, or both. Thirdly, 
the price: with the trader every- 
thing hinges upon price. 

These are the three essentials. 
The remainder will vary accord- 
ing to the product. With a 
wheelbarrow, the logical facts to 
provide are what it is made of, 
dimensions, finish, design 
features, special purpose if any, 
plus details of guarantees, bonus 
offers and display and promo- 
tional material. 


Photographs should preferably 
show the product itself clearly 
and action pictures should not 
obscure the product or its pur- 
pose. 

What goes for a product, goes 
for most other trade editorials. 
If it is a service that is to be 
publicised, the trade reader wants 
to know what it is and how it 
affects him ; he will make up his 
own mind about how clever it is. 

The managing director may 
have been appointed chairman 
and thinks his face should appear 
in all the personality features. A 
few hard facts about his age, 
previous career and _ trade 


@ Continued on page 684 
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To cover the Midlands first cover Birmingham 


4 The Birmingham Post 
ae 38 New Street, London Office: 
Birmingham, 2 88 Fleet St., E.C.4 


Blackheath * Bromsgrove - Coventry - Dudley * Kidderminster - Leamington}Gpa - Redditch - Tamworth + Walsall and Wolverhampton 
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ADVERTISER'S WEEKLY 


Interesting 
Figures: 


Every day throughout the United Kingdom, approximately 
ten million Ladies ‘ladder’ their stockings. 

What happens then? 

Just this: Roughly nine million will apply LADDERSTOP and 
instantly arrest the run, the other one million may apply—a piece 


of Soap, a dab with their Lipstick, a blob of their Nail Varnish, 
and—later, shut their ears to the remarks made by the Menders 


LADDERSTOP 


is patented. 
LADDERSTOP 
has a Laboratory 
report. 
LADDERSTOP 
has Menders’ 
written approval. 
SUDDERICK manu- 
facture this line in dainty 
booklet form for pub- 
licity distribution. They 
supply many other 
Booklet novelties: 


Soap Leaf Sachets. 
Towel and Soap Leaf. 
Lipstick Booklets. 


Lipstick Tissues. 
Moth Matches. 
Perfume Matches, etc. etc. 


The Cost: should you require Booklets for large dist ribu- 
tion, costing say, 50/- per 1,000, this can be done, In any case» 
the maximum selling price is seldom above 80/- per 1,000. 

All you have to do is to advise which article interests you, give an 
idea of the quantities involved and a very keen price will be 
submitted for your attention. 


A feature with regard to their selling policy is interesting, i.¢., any 
firm taking up a particular line for a large distribution has that line 
exclusively until distribution is effected. 


SUDDERICK have been manufacturing advertising gifts since 
1928 and they recommend their service by saying— 


* Our first Client is still with us.” 


They make other kinds of publicit 


ifts ; the now famous plastic MIL 
a aeeenesenememnel fovtty OPENER is one of their STYPTIC MATCHES 


SUDDERICK & CO. LTD. 


25-27, SEFTON ROAD, WALTON, LIVERPOOL 9 


Telephone - - AlNtree 1387 


e HAND-OUTS FOR THE TRADE PRESS—con:. 


interests will stand a better 
chance of reaching the reader 
than a lavish description of his 
golf handicap, the number of his 
children and his very ordinary 
military record. 

The agency that perpetrated 
the wheelbarrow piece have pro- 
bably got an answer to the case 
against them. It may be the one 
about putting out the story the 
client likes or has written or even 
re-written. If that is the answer, 
there is a failure to serve the 
client on another count. /t is 
the agency's job to advise the 
client on the _ suitability of 
editorial. 


Mention the name 


Copywriters in small agencies 
are not alone in failing with trade 
papers. A well-known publicist 
who turns out immaculate copy 
is capable of writing a polished 
1,000-word essay on his client’s 
new frying n without 
mentioning the name of the 
manufacturer. Here the “anti- 
puff” outlook has been taken to 
such an extreme that one of the 
three vital facts for the trade 
reader is lost. 

A particularly foolish endea- 
vour to expand the importance 
of an announcement is seen 
when a publicity man gives to 
each hand-out a _ fresh-looking 
title sheet with “Exclusive to . . .” 
neatly written in one corner. A 


trade publishing house may have 
10 or 20 journals and one editor 
may handle two or more. The 
“Exclusive to...” hand-out with 
three different titles filled in looks 
very silly when they are all lying 
on the same desk. 


Avoid the bogus 


But the oldest and most disas- 
traus trick is to pass off as new 
a product that is old, unknown 
or unsuccessful. Although 
editorial staffs of trade papers 
have long memories, they are 
always aware that their readers’ 
memories are longer. Moreover, 
there are so many simple ways 
rd checking on a suspect “new” 
ine. 

But if a bogus “new” line does 
get through, who benefits? 

The editor will be inclined to 
reject any further material from 
the same source. The trade 
reader's confidence in the journal 
is lessened and this reduces the 
likelihood of his being convinced 
by future editorials, or, for that 
matter, advertisements. 

The importance of the correct 
placing of editorials in trade 
journals lies in the fact that the 
trade press is a link in the market- 
ing of a product. If the trade 
cannot be convinced that a pro- 
duct is good and saleable, the con- 
sumer won't be able to find it if 
and when he is persuaded to 
buy it. 


How to demonstrate rail services 


OR their stand at the 1954 

Harrogate International Fair, 
the North-Eastern Region of 
British Railways decided to place 
the emphasis upon information 
to the public. 

The constructional work for 
the stand was carried out by 
A. & A. Displays of London, 
S.W.1, and the whole served as 
an information bureau. Coupled 
to this, however, were three dis- 
plays which featured: 


@ Door to door transport by 

road and rail containers 

@ Pullman trains 

Harrogate 
@Cheap day tickets from 
Harrogate, 

Into these displays were incor- 
porated four scale models of cen- 
tainers and use was made of 
relief plywork in the panels 
depicting Pullman trains and in 
the one describing the system of 
cheap day tickets. 


Constructed by A, & A. Displays, this stand for the North Eastern 
Region of British Railways made use of models and relief plywork. 
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MIXING BUSINESS WITH PLEASURE 


Is it a crime to mix business with pleasure ? 
A great many industrious people think it isn’t. 

We make it our business to see not only that our 
craftsmen do everything they can to achieve an accurate 
interpretation of your instructions and produce 
work of high quality, but that our contact 

staff give you a personal service which 
is both helpful and courteous. 


Yorum deb ied & alike 
us and are always courteous and helpful.” 


“ We like doing business with Ges and Watson because of your 


“I am most grateful for the help and co-operation 


I receive from you and I am sure that our 
pleasant business association will long continue.” 


111 SHOE LANE LONDON EC4 Central 6555 18 lines 
Northern Office at 4 Chapel Walks, Manchester 2 


Service in the Spirit of Helpfulness 
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DO YOU 
CONVERT 


PAPER 


With this machine 

it’s a short step from 

plain paper to some letter- 

heads, a few ruled forms, 10,000 
invoices, 50 typewritten reports, 
6,000 circulars or a supply of 
coloured brochures. 


It's better to have more plain paper in your office 
which cannot date, than stocks of printed matter which 
might become so much scrap overnight. Yet you 
cannot afford to run out of supplies. The answer to 
this problem is Rotaprint, a machine which will 
convert plain paper at a moment's notice into 
stationery items, sales literature, ruled forms, or the 
hundred and one other items of print used in the 
average office. The convenience of this system is 
outstanding. Reprints can be run off at will, and the 
plates for hundreds of different jobs can be stored 
within the limits of a small office filing cabinet. 
Duplicating work can go on the machine on paper plates 
straight from the typewriter to produce hundreds of 
perfect facsimile copies, complete with printed heading 
if needed, Yet, within minutes, the Rotaprint can start 
turning out thousands of colourful sales brochures. 
Rotaprint is so versatile—it meets your needs. 
Rotaprint takes up little room, is simple to operate 
and produces work of really first-rate quality. It is 
certainly worthy of your further investigation from the 
point of view of economy and convenience. As a first 
step, send in the pos pol Form below for details of the 
models available, and some typical examples of work. 
No obligation whatsoever, and no salesman will call 
without Invitation, 
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Public Relations 


How they got cracking 
at the Food Fair 


LTHOUGH the National 
Egg Packers’ Association, 
Ltd., did not have a stand at 
the recent Food Fair at 
Olympia, their public relations 
advisers, W. H. T. Tayleur 


| (Publicists), Ltd., organised 


some effective publicity there 
for British stamped eggs. 
Several thousand of these eggs 
were supplied free to the Elec- 
trical Development Association 
and the Gas Council for demon- 
stration purposes. Special 


| demonstrations of egg dishes 


were arranged at the International 
Kitchens exhibit, and effective 
co-operation was also given by 


| the firm of William Levene, Ltd., 
| who demonstrated the Whisk- 


Rite vacuum egg whisk and 


| separation beaker—with the aid 


of stamped eggs. 
Displays, using showcards and 


| stamped eggs, were carried out 
| at these stands and nearly 20,000 


specially prepared National Egg 
Information Service recipe leaflets 
were distributed by the demon- 
strators. The demonstrators also 
pointed out at the beginning of 
each demonstration that they 


were using British-stamped eggs. 


* * ” 


HERE are few hotel keepers 
or restaurant owners that 
worry about “customer rela- 
tions” outside their premises. 
One who does is M. Gualdi, of 
the Monseigneur' Restaurant, 


| Jermyn Street, London. When- 
| ever one of his “regulars” has 


an anniversary or any. other 
memorable occasion, he sends 
them a “ Monseigneurgram.” At 
first glance these look like the 
normal G.P.O. greetings tele- 
gram. They are printed in three 
colours and carry simulated tele- 
printer taped messages with 
gummed backs. Although the 


idea was introduced very recently 
they have met with a great 
success, and many customers 
have written to say they are hav- 
ing their “ Monseigneurgram ” 
framed. 


* * * 


li you want to get a story in 

the press there is only one 
sure method these days—make 
certain that Gilbert Harding is 
somewhere about. Recently, the 
White Fish Authority took Lady 
Boyle on a press trip to Hull. 
The press coverage was fairly 
good. But the other day they 
took Gilbert Harding on a 
similar trip to Grimsby. At the 
luncheon in his honour, attended 
by the Mayor of Grimsby, Mr. 
Harding protested at a sauce 
which had been named after him, 
complained of not being able to 
smoke before the loyal toast, and 
remarked that it was a case of 
“ municipal pomposity run riot.” 

All of which secured the White 
Fish Authority splash stories in 
most of the national and pro- 
vincial newspapers. 


* * * 


ARLIER this year, Temple 

Press, Ltd., introduced a new 
publicity gimmick for their 
Motor Cycling magazine. At 
the time of the Isle of Man T.T. 
races they supplied menu cards 
featuring Motor Cycling. This 
idea proved so successful that for 
the recent Manx Grand Prix 
races these menu cards were 
“ personalised” by having the 
name of each hotel printed at the 
top. For the International Six- 
Days’ Trial at Llandrindod Wells 
recently two sizes were supplied, 
the larger for the three luxury 
hotels and the smaller size for 
the many private hotels, guest 
houses and cafés in the district. 


Honeypot Lane, 


Ae I 


(12 lines) 


Crack! — and 

| another British 

ENQUIRY FORM stamped egg 

ee ae a ee ee ee ee =, | tumbles into a 

demonstrators 

mixing bowl. This 

picture — a 
in the kitchen o 

sre the Gas Council's 
exhibit, one of 

DEPARTMENT several places at 

the Food _ Fair 

Pin this Enquiry Form to your letterheading and post to where British 

ROTAPRINT LTD. HONEYPOT LANE, LONDON, WP stamped eggs were 


_—— oe ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee used, 


Please send, without obligation, printed specimens and full details of 
Rotaprint 
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% 
COVER THE MIDLANDS WITHOUT THE DESPATCH 


Birmingham is the centre of the largest and richest market 
in the provinces. A market which needs the lively 
impact of the Evening Despatch to get your product home. 


Birminghams Popular Evening 4 


Guenins Dosuatch —-—.— 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENeral 8461 
ERNEST LUMSOON ~~ London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, €.C.4. TEL: CENeral 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel: LEEDS 24998, Manchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: BLAcKfriers 3930 
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everywhere! 


Sheer magic you say? 
No, just the ordinary 


U-D-M:s 
Service 


a ee 


Please send us FREE your MARKET DIGEST, etc. 


' How to advertise in the 


m E NEED some adver- 
tisements for the 
British West Indies . . . let us 
see, that means Jamaica, Trini- 
dad, Barbados, the Bahamas 
. .. Oh yes, we nearly forgot 
Bermuda and British Guiana 
. . we'll just adapt that new 
home series—they'll do for all 
of them.” 


How many times has this kind 
of thing been done in advertising 
departments and agencies in 
Britain? Perhaps you have 
thought that way yourself. 

And you could not be more 
wrong ! 

To start with, Bermuda is not 

rt of the British West Indies. In 
act, the Bermudians feel rather 
hurt when they are added in with 
the other British possessions in 
that part of the world. One might 
remember, in any case, that 
Bermuda is over two thousand 
miles from, say, British Guiana. 


Variation of markets 


It is, therefore, quite wrong to 

imagine that the same copy will 
always do for each of these 
markets. They differ among them- 
selves quite considerably. For in- 
stance, the Bahamas have become 
extremely “ Americanised,” while 
Barbados has remained essentially 
British. Jamaica is, perhaps, half 
American and half British, with 
the American influence gaining 
round daily. Trinidad is rather 
ess American in outlook, and 
British Guiana less still. Bermuda 
is in many ways similar to the 
Bahamas. But each is a self-con- 
tained market and one cannot 
simply just lump them together 
as though they were all parts of 
the same market. 

Nor is it wise, in the majority 
of cases, to use adaptations of 
home advertising copy in these 
markets. The conditions of life, 
the composition of the people and 
the outlook of one’s potential 
consumers, are all so very differ- 
ent from those at home. One 
should treat each market as a 
separate problem, and prepare 
copy for each according to its 
needs. 


By this time many British ex- 
porters may feel that the only 
real solution is to leave all their 
advertising to their sales agents. 
It is an easy way out, but one 
that is almost bound to prove 
fatal in the end. Let me quote 
just three examples that I found 
on a recent trip, where the sales 
agents handled the advertising. 

One sales agent, and a good 
one, too, in Jamaica, put three 
quite dissimilar products into one 
advertisement by dividing in a 


Caribbean market 


By Henry Deschampsneufs 


triangular fashion two thirds of 
the space into three parts—one 
for each product. In the other 
third oblong shaped section, he 
put his own name. All the reader 
could see clearly was the agent's 
name and address. 


Indescribable results 


The second agent, who operates 
in Barbados, had the paper set 
his advertisement. 
seven lines of type, in headline 
fashion, which were meant to 
ive a bold, striking, poster effect. 

nfortunately, each line was set 
in a different face of type. The 
result was indescribable . . . and 
quite illegible. Unfortunately it 
can’t be reproduced as it would 
be aay libellous ; it was for a 
famous British motor car. 

The third agent used 
English advertisement which his 
principals had sent him. 


no easy way out, 
except to insist that all adver- 
tising is handled properly by an 
advertising agency — preferably, 
for an imported product, from 
the United Kingdom. It should 
also be insisted that that agency 
knows what it is doing by visiting 
the markets in question. There 
is no substitute for first-hand 
knowledge. 


Principles of copy 


One cannot hope to give any 
kind of a complete brief for pro- 
ducing Caribbean copy, but some 
general principles may be useful. 


In the first place, keep to simple 
appeals and simple advertise- 
Avoid any kind of 
“prestige” advertising unless, 
perhaps, for capital goods. A 
very famous custar owder 
completely fooled its Trinidad 
consumers by letting them think 
it was a food to be given to our 
“ feathered friends.” , 
Be completely logical with 
“reason why” copy—even to 
the point of childishness. The 
kind of thing that the Jamaicans 
or the Guianese really understand 
would be “ Put ice into the glass 
to make it cool.” 
A headline must always be 
simple. It should never contain 


@ Continued on page 690 
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Reaching the men of money! 


A.B.C. Certified Net Sale of INVESTORS’ CHRONICLE 


19,506 a week, January to June 1954 


over twice the sale of any other financial weekly 


The Investors’ Chronicle can take your advertising direct to the biggest-spending and 
most influential men — average weekly net sale more than 21,000 in August—at a 
cost of only £60 a page (display rate). 

A readership survey* shows that this ably-edited journal is read and studied every 
week by the men at the top. A full 71 per cent of readers hold key positions 
throughout industry and finance. Many of them are responsible for the purchase of 
equipment and raw materials. 


a seven-day life 


As the leading financial weekly, the Investors’ Chronicle is consulted and referred to 
every day of the week and then usually filed for reference. It offers the 

richest of markets for a variety of consumer goods as well as for business and 
industrial equipment. 


* Conducted by Research Services Ltd. in London and S.E. England 


INVESTORS’ CHRONICLE 


The Investment Weekly with the largest circulation and the longest record of sound opinion. 


GROCERS’ HALL COURT* LONDON + EC2 ‘ MONARCH 8833 
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JUST OFF THE PRESS 


—first all-embracing guide to office 
equipment and appliances 


NO BUSINESS EXECUTIVE can possibly be @ Lists all reliable office \ avail- 
aware of more than a small fraction of able in Gt. Britain and N. & S. Ireland, 
the thousands of office machines, systems, and includes foreign makes ; 

etc., that have become available since the jew yp — A the actual uses of each machine 


war, Yet it is vitally important to you that vice ; 
you select the equipment best suited to Names the manufacturer of any type of 
your particular business office equipment ; 


Lists the trade name of every machine, 
system and device ; 

Lists some 4,000 manufacturers, dis- 
tributors, representatives, dealers and 
retailers of office equipment. 

Advance reservations have absorbed a big 
part of the limited edition ; and the demand 
will almost certainly outstrip the supply. 
As orders are being dealt with in rotation 
we urge youlo... 


=— Fill in and Post NOW... — ——— 
BUSINESS PUBLICATIONS LTD., 180 FLEET STREET, LONDON, E.ca | 


or appliances you need—whether or not 
you know manufacturers’ names or trade 
names—the “ Business" Dinectorny oF 
ornce squirMewr & APPLIANCES will 
instantly suggest a suitable selection of 
makes and models; describe them ; tell 
you where you can compare and buy them 
locally. Por it: 


° 
om 
No matter what type of office equipment @ 
s 
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[| DIRECTORY OF OFFICE FQUIPMENT & APPiiances. Inv me on despatch at 1 | 
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1 Overseas : Cash with order, please. I 
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JOSHUA B. POWERS LTD. 14 COCKSPUR ST., 


st Publishers LONDON, 5.W.! 
Apna WHITEHALL - 3366 


| “FARMERS JOURNAL” 


(Official Organ of Ulster Farmers’ 


suit CARDS STREAW, 


POSTERS Jnion) 
Consult. out the Six Cow | 
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* ADVERTISING IN THE CARIBBEAN 


an allusion, or involve some 
mental effort on the part of the 
reader. It should say clearly 
what it means, such as “ For 
straight backs and sturdy limbs,” 
used to advertise a baby food. 
Copy must be kept to a minimum. 
Ideally, copy should consist of 
three or four simple reasons why 
the particular product should be 
bought, etc. Always try to 
prove the value of an article to 
the purchaser. It is a good simple 
rule to set copy in nothing less 
than 10 point. 


Peculiarities of dress 


Illustrations, of course, must 
be suited to the market. When 
appealing to coloured people, the 
general rule is “ dress "em sharp.” 
That is to say, one should show 
people dressed in the clothes 
worn in the tropics by the white 
people, because the coloured 
people on the whole dress 
extremely well. Remember, how- 
ever, that people in Bermuda in 
the summer wear shorts, with 
long stockings, ties, shirts and 
coats, but in nowhere else. while 
in other markets the habit of 
wearing coats varies considerably. 
Again, the style of clothes, 
whether British or American, 
varies from market to market. 

Should one show coloured 
people in advertisements ? 

It is a question of what kind of 

oduct is being advertised. If 
in doubt, the safest rule is not to 
do 80, but in any case show them 
as nearly white as possible, and 
always remove any crinkles from 
their hair. Mothers spend hours 
combing out their children’s hair 
from a very early age and at 


considerable discomfort to the 
children. 

Always show the product, 
clearly and distinctly. Most 


Caribbeans buy on recognition. 
That is to say, they may not be 
able to read or understand very 
much about a particular article, 
but they take the advertisement 
to the dealer and ask him to 
supply what is illustrated. 


Translate to American 


The use of American words 
rather than their English equiva- 
lents is essential in some British 
West Indian markets. “To rent” 
meaning “ to let” is fairly gener- 
ally used throughout the territory, 
so is the word “battery” for 
“accumulator.” But some mar- 
kets call “ garages” “ filling” or 
“service” stations, in the same 
way as they call “ petrol” “ gas.” 
In some, a “torch” is always a 
“ flashlight,” and so on. 

To illustrate a few of the 
differences between these markets, 
it is worth bearing in mind that 
the Guianese, for example, are 
very keen on imitating other 
| people, yet one must never let 
| them feel in any way inferior. 


| They are touchy people and they 


must be talked to as equals. The 


Guianese also have a stronger 


—continued 


inclination for “keeping up with 
the Joneses” than is found in 
other markets in this part of the 
world. And because they are 
such a mixture of races, humour 
is a very difficult thing to use, for 
what is funny to the Indians is 
not so funny to those with Portu- 
guese or Spanish blood. Yet 
humour, of a different kind, is 
common to all Bajans (Barba- 
dians). 

If press advertising copy has 
been stressed, it is only because 
this is possibly the easiest to 
illustrate. But exactly the same 
principles apply to radio adver- 
tising (extremely important in the 
Caribbean) particularly when one 
is considering the type of pro- 
grammes which have the most 
appeal. Commercials written in 
the U.K. so often are completely 
out of touch with local condi- 
tions. In the Bahamas the 
American type of announcer is 
preferred, whereas in Barbados 
the voice must be more English. 


ACH market in the Carib- | 

bean region is different | 
from the others—partly be- | 
cause American influence | 
has affected the islands to | 
varying degrees. For this | 
reason it is wrong to sup- | 
pose that the same copy wil | 
su ffice. | 


It is obvious, therefore, that the 
same words cannot be used to the 
maximum effect in all British 
West Indian markets. 

Cinema advertising (and there 
is a steady growth in the use of 
filmlets), posters, signs, and direct 
mail ail need copy written by 
those who know local conditions 
because they have been there, and 
who can also write good copy 
because they are trained copy- 
writers—not merely sales agents 
who think they can write copy. 

As in other overseas markets, 
buying newspaper > oa radio 
time, cinema space, etc., is, it is 
suggested, aan Tsao: a " easy. 
It is the filling of this space that 
presents the real problems. 

In this trip I saw enough to 
make me realise more than ever 
before how essential it is to 
fill that space properly if any 
value is to be obtained from 
the advertising. A well written 
advertisement prepared in the 
U.K. stands out head and 
shoulders in any advertising 
medium in the Caribbean, but 
it must be suited to the market, 
which means being prepared 
by someone who has been on 
the spot. 

Perhaps it would be helpful if 
we all thought more along the 
lines of the local advertiser in 
Jamaica who wrote this classic 
piece of copy : “ Are you next for 
the operating table? If you 
suffer from Adhesions, Tumours 

. try our Drugless Treatments. 

They may save you from the 
Surgeon's Knife! 
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THE WORLD’S PAPER TRADE REVIEW 


is the only trade paper in its particular field 
with A.B.C. circulation and has a world-wide 


coverage. 


A recent independent readership survey 
established that more than 24,000 technical 
and commercial executives in the Pulp, Paper 
and Converter industries read The World’s 


Paper Trade Review every week. 
If you wish to interest more than 80 per cent 


potential buyers in the above industries your 


next appropriation should include 


THE WORLD’S PAPER TRADE REVIEW 


Send now for rates to 


329 HIGH HOLBORN, LONDON, W.C.1 
Telephone : HOLBORN 2291-2292 
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SE 


In the SOUTH-EAST LANCASHIRE conurbation (the COMPLETE 
Greater Manchester Area as defined by the Registrar General) the 


MANCHESTER 
EVENING NEWS 


HAS MORE READERS 
SELLS MORE COPIES 
CARRIES MORE ADVERTISING 


than any other daily paper 


This claim is derived from the 1.1.P.A. National Readership Survey 1954, the Hulton 
Readership Survey 1954, the Kemsley Survey 1954, and the Greater Manchester Survey 1949. 


And as the 1.1.P.A. National Readership Survey proves again, the Manchester 
Evening News is read by more men, more women, in EVERY income group, 
EVERY age group, than is any other Evening paper in the area. 


Over the past five years the circulation of the Manchester Evening News has 
INCREASED MORE than that of any other evening paper in the area, and 
continues to increase. 


the Manchester Evening News offers 


MORE THAN ONE THIRD AS 
MANY READERS AGAIN 


as any other evening paper in this area 
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Lancashire and the North-West 
ANADVERTISER’S WEEKLY’ SPECIAL MARKETSURVEY 


ADVERTISER'S WEEKLY 


A MAJOR MARKET 


WITH A SUSTAINED PROSPERITY 


In common with the rest of the country, Lancashire and the North-West is 
enjoying a degree of prosperity such as it has probably never known before. 


[TIMES have changed for 
the Cunninghams. Tom 
and Florence Cunningham 
were married 24 years ago, at 
a time when the cold winds of 
an industrial depression swept 
Lancashire with hurricane 
force. Japan, ruthlessly ex- 
ploiting cheap labour, was 
making huge inroads into 
Lancashire’s traditional] 
markets for cotton goods and 
Florence, a_ skilled Bolton 
weaver, was jobless. 

Idle mills and unemployed 
families consumed less and less 
coal. Tom, lying on his stomach 
at the coal face, alternated 
between full-time and short-time 
working and could never be sure 
whether or not next week would 
see him drawing the dole. 


Heavy industry hit 


Generally, the effects of the 
depression were most severe in 
the heavy industry groups, iron 
and steel, engineering and ship- 
building. But the coal-mining 
and cotton industries were 
severely affected. Employment 
in this group of five great indus- 
tries fell between 1929 and 1932 
by about 28 per cent as compared 
with a fall of only eight per cent 
in all insured employment. 

Whole towns in Lancashire 
suffered because of their exces- 
sive reliability on one industry. 
In 1929 the proportion of textiles 
in the Blackburn district was 62.6 
per cent and in the Burnley area 
72.2 per cent. In North-East 
Lancashire the decline in the 


insured population in textiles 
between 1929 and 1939 was 
54,000. Meanwhile the situation 


of the coal industry as a whole 
gave cause for much anxiety. 
While in 1913 the total output 
had been 287 million tons, it had 
shrunk to 207 million tons in 
1933. For the cotton industry 
the world depression, accentuated 


by increased tariffs, had created 
new difficulties. The purchasing 
power of export markets had 
* been further reduced. Moreover, 
Lancashire gained little from the 
revival of world trade. Almost 
the whole advantage was captured 
by the Japanese cotton industry. 

It needed faith to get married, 
but others were, all around them, 
in Bolton and other towns. 

The decline in employment in 
cotton and coal-mining at about 
this time is reflected in the follow- 
ing table : 


Length of unemployment was 
another demoralising factor. In 
the North-West at June, 1936, 
25 per cent of total unemploy- 
ment was of more than 12 
months’ standing, compared with 
9 per cent in London and the 
South-East. The effect of the 
hard times on wage rates was also 
severe, as the accompanying index 
numbers of weekly rates of wages 
indicate. 

Since then, by way of two sons 
and two daughters, the Cunning- 
ham's have added to their respon- 


Numbers employed (thousands) | Indices (1929= 100) 


1929 


Cotton ‘ we : ped 480 
Coal-mining ... .. 9 «- 900 


Grimy but smiling members of the 
the pit to the baths. 
has seen many changes in working pay and conditions since he was 


married 24 years ago. 


1932 | 1937 | 1932 | 1937 
359 361 Sy ae 
689 


9 77 82 


He now brings home about £13 a week as 


wages and gives over £10 to his wife. 


night shift make their way from 
As a miner in Lancashire Tom Cunningham 


AS GUINEA-PIGS 
WE CHOSE THE 
CUNNINGHAMS 


In this market study our 
special research team pre- 
sent the changed circum- 
stances of Lancashire and 
the North-West as it is 
reflected by the daily lives 
of an average family—the 
Cunninghams. 

The story of the 
Cunninghams, as here pre- 
sented, is interspers by 
comments of the researc 
experts, in italics, illustra- 
ting how the experiences 
of this family match in with 
the general conditions of 
the area. 


sibilities. But full employment 
and soaring wage packets have 
revolutionised their way of life. 

The change in Lancashire's for- 
tunes has indeed been revolution- 
ary. The area is fully sharing in 
what has been described as “ the 
country’s remarkable prosperity 
to-day. It would be hard 
to name a period when Britain 
was more prosperous. Employ- 
ment and industrial output were 
never higher, nor were the mass 
- working people ever better 
op. 


In some Lancashire industries 
there is a real shortage of skilled 
workers : furthermore, the success 
of the drive for new industries, 
coupled with the introduction of 
factories during the war, many of 
which have remained, have re- 
duced dependence on cotton. 


Typical representatives 


Twenty-four years ago the 
Cunninghams were typical repre- 
sentatives of thousands of 
working-class couples ji 
great industrial county. To-day 
they reflect the new prosperity 
which has brought fresh life to 
the mining, cotton and engineer- 
ing industries. 


INDEX OF WEEKLY WAGE RATES 


1924 Average = 100 


| 
Occupation 1928 | 1932 | 1935 | 1937 


Cotton woo | 96 | me | 92 
Coal-mining 87 | &% | 


@ Continued on page 694 
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694 


People in this region are receptive 
targets for those who advertise 


It is instructive to compare the 
average weekly earnings in 
October, 1938, with those covered 
by the Minist of Labour 
inquiries in October, 1953:— 


The economy of Lancashire and the North-West is 


| 
Men / Women All 
(21 years and over jue years and over) workers 
Bn 4 .& {| 2G lege Le Te 
1938, Oct, “” oO 32 «6 5s3)6CU3 
1953, Oct. 1892 | 102 5 | 1 1 


} 
fret 
' 
math ia) 183 | 


Thus, at the beginning of 
1954, retail prices and wage rates 
were about 130 per cent higher 
than in 1938, the increase being 
slightly greater for wage rates. 

Some of the most important 
industries in Lancashire include 


many of the highest paid indus- 
trial workers in the country. The 
average weekly earnings of coal 
miners aged 21 and over at 
October, 1953, was £12 11s. 2d., 
excluding value of allowances in 
kind, and there have been further 
serenend in the industry since 
tnen. 


Division of wages 

The average weekly earnings 
of men of the same minimum 
age in the metal manufacturing 
industry was £10 10s. 3d. Simi- 
larly, textile workers averaged 
£9 4s. 7d. per week, and women 
aged 18 and over, £5 6s. 4d. 

Tom Cunningham brings £13 a 
week out of the mines and gives 
£10 10s. to his wife. Their eldest 
son, Harry, an engineer, averages 
£8 10s. a week, out of which he 


Picture by Horrockses Crewdson (Sales) Ltd. 


A view of the weaving shed at the establishment of Horrockses 


contributes £3 10s. to the house- 
hold exchequer. Daughter Elsie, 
a 2\-years-old weaver, makes 
£6 10s. a week and contributes 
£2 10s., giving mother a total of 
£16 10s. 

Two children—David (14) and 
Joan (13)—are still at school, and 
to help the family budget Mrs. 
Cunningham draws a family 
allowance of 8s. a week. 

The Cunninghams are typical 
of thousands of households in 
Lancashire with two or more 
earners. The high number of 
earners per household is, in fact, 
further evidence of the prosperity 
of this area. It will be seen from 
the accompanying table that the 
proportion of households with 
two or more earners is above the 
national figure, and is particularly 
striking in the Merseyside. 


Women in industry 


This situation is due largely to 
the relatively high proportion of 
women in industry. According to 
the County Census Report for 
1951, issued this year, the occu- 
pied female population in Lan- 
cashire represented 71.5 per cent 
of women aged 20-24 and 35.4 
per cent of women of 25 and 
over. This compares with the 
corresponding proportions of 65.5 

r cent and 27.5 per cent for 

ngland and Wales. 

Women in this area constitute 
37 per cent of the insured popula- 
tion, compared with 34 per cent 
in Great Britain as a whole. This 
high proportion is mainly due to 
the regional importance of the 
textile industry. 

With £16 18s. a week in her 
purse, Mrs. Cunningham is a 


Great | 


SerrempBer 30, 1954 


Picture : Valentine & Sons Lid., 
Dundee. 


The Tower and Central Beach at 
Blackpool. This seaside resort 
is well known to the Cunning- 
hams. Even before they came to 
know better times they used to 
manage day trips to Blackpool, 
Southport, Morecambe and other 
places along the south coast. 
Now the family organises a 
special “holiday fund.” The 
annual holidays are very care- 
fully planned and a mass of 
advertising closely studied. 


receptive target for those who 
aim at selling by advertising. As 
she does not need to watch the 
pennies nearly so closely as she 
did 24 years ago, Mrs. Cunning- 
ham keeps no accurate budget-— 
and is not expected to do so. 

What clearly emerges from her 
shopping list, however, is a 
marked tendency to buy branded 
lines. Advertising, consciously or 
unconsciously, guides her shop- 
ping habits. 

roceries, she estimates, absorb 

£3 a week and she crams her bag 
with goods which have been 
brought to her notice day by day 
and week by week. 


Sliced bread preferred 


Buying about 10s. worth a 
week, she used to spend a lot of 
time cutting bread—until she 
saw an advertisement boosting 
wrapped and sliced varieties. 

Her intake of cakes has 
dropped to 4s. a wéek. Confec- 
tioners have not been active on 


@ Continued on page 696 


NUMBER OF EARNERS PER HOUSEHOLD 


Lancs. S.B. Lanes. M side 
Crewdson (Sales) Ltd. Before her marriage to Tom Cunningham, Britain AC. yrbati | ee 
Florence was a skilled weaver. Along with very many others, she a atiaceremsooggne nap 
was hard hit by the ruthless exploitation of cheap labour by Japan. 14,401,900 165 | 620,700 10 « 


The change in Lancashire's fortunes has, however, been revolutionary, veoh” 
and the area is fully sharing in what has been described as “the 
country's remarkable prosperity to-day. . . . It would be hard to 


name a period when Britain was more prosperous.” In some Lan- o | -« 2,032,000 14 79,500 13 91,200 12 | 52,800 14 
cashire industries there is a real shortage of skilled workers, and the , Deny owe Steraes % 190,400 ui 237;900 rH | Sebo 33 
Cunninghams, with two children still at school, are facing the future “ee | 16857,300 13 86,400 14 112,700 15 99,200 16 
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~ Comment on Media — 


Analysis 
shows strong 
Kemsley 
position 

in the 
North West 


Media men should note the latest Kemsley arguments 
in favour of their Lancashire-published papers. 
Rising net sales are proof of editorial success : 
research findings measure the true value of each 
individual paper. And the picture of a tiny tot 
fetching the morning paper emphasises another 
aspect of the strong Kemsley position in the North 
West—the “family’’ structure of Daily Dispatch 
readership. 

The Daily Dispatch has the second highest reader- 
ship of any morning paper in Lancashire and 
Cheshire: 1,049,000—according to the I.I.P.A. 
survey. And its 73%, solus readership stresses that 
the Daily Dispatch is essential to advertisers’ 
schedules if they hope to cover the rich North West 
market. 

Kemsley’s ‘family coverage’ story applies equally 
to their two important evening papers in this area— 
Manchester Evening Chronicle and Blackburn 
Northern Daily Telegraph. Both are keen and 

- Vigorous papers; note particularly the Evening 
Chronicle’s high percentage of new readers—25% 


have been reading the Evening Chronicle for less 
than five years. 


RISING NET SALES 
Daily Dispatch 
January — June 1954 451,432 
January — June 1953 437,429 
14,003 


Evening Chronicle 


January — June 1954 268,841 
January — June 1953 255,938 


12,903 


Northern Daily Telegraph 


January — June 1954 108,398 
January — June 1953 105,325 


NET GAIN 


NET GAIN 


NET GAIN 3,073 


Reach North West England’s 
Family Market 


“Paper's Come!" This is the 
moment when the advertiser gets his 
chance to ‘sell’ the families of 
Lancashire and Cheshire. The paper 
sticking through the letter box is the 
Daily Dispatch, which reaches 21%, 
of households in the North West of 
England. 

‘The great value of the Daily 
Dispatch to advertisers is further 
emphasised by its readership break- 
down: 42% readership in multi- 
income families; 73% DE class 
readership; and the highest solus 
readership—73°,—of any morning 
paper circulating in the area. This 


represents a total of more than 
765,000 people who read no other 
morning paper. 
Lancashire’s family evening papers 
are the Manchester Evening 
Chronicle and the Blackburn Nor- 
thern Daily Telegraph. 44% of 
evening paper readers in the Man- 
chester area read the Evening 
Chronicle. The Northern Daily 
Telegraph gives 99% coverage of 
Blackburn's households, and goes 
into 3 out of 4 households in such 
towns as Darwen, 
Great Harwood, Rishton and 
Whalley. 


FOR FAMILY COVERAGE, ADVERTISE IN 
Daily Dispatch - Evening Chronicle 
Northern Daily Telegraph 
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ADVERTISER'S WEEKLY 


Theres always 
a better way 
of domg it 
and we usually 


find Mt... 


CONCEIT , ., SELF-CONFIDENCE , . . FLAIR—call 
it what you will, We don’t mind. Our clients seem 
to like us—and our methods—judging by the number 
of new accounts we're opening month after month 


ADVERTISING needs new ideas—new angles. We 
think that way first . . . and then get down to business. 


AND we know that side, too. 


Graber Kate tit 


LIVERPOOL 


Lancashire and the 


SEPTEMBER 30, 1954 


North-West 


the advertising front and Mrs. 
Cunningham has switched a part 
of her cake expenditure to pre- 
packed mixes. 

Milk absorbs 17s. a week, meat 
30s., vegetables 30s., fish 10s., 
soap and detergents 5s. The 
washing machine; bought and 
paid for on the _ instalment 
system, is a boon, but Mrs. 
Cunningham still sends such 
items as sheets to the laundry. 
She reckons that this expenditure 
averages 5s. a week. 

Thus, out of her weekly income 
of £16 18s., Mrs. Cunningham 
disposes of £8 Ils. on “the 
necessities of life.” 


Wide choice of shops 


Mrs. Cunningham in Bolton, 
like thousands of her fellow- 
housewives throughout Lanca- 
shire, is particularly well provided 
with shops at which to make her 
choice. In food, in clothing, in 
furniture, in catering and, indeed, 
in most of the retail outlets the 
area has a greater number of 
shops per head of population than 
has the rest of Great Britain. 
This fact is illustrated in an 
accompanying table. 

The second volume of the 
Census of Distribution Report, 
issued this year, provides useful 
information on the distribution 
and type of retail outlet by towns 
of the size of Bolton, as well as 
by towns of different population 
ranges. Meanwhile, the rise in 
retail sales reflect the general pros- 
perity, coupled with the greater 
availability of goods. The Board 
of Trade's returns for the retail 
trade for the period February to 
May, 1954, show that the cumu- 
lative value of sales of large re- 
tailers were three per cent higher 
than a year ago: sales of food 
and perishables were two per cent 
higher, and of non-food merchan- 
dise five per cent higher. Sales of 
women's and children's wear in- 
creased by eight per cent and of 
furniture and furnishings by six 
per cent. 


New house occupied 


Four years ago the Cunning- 
hams moved into a new house, 
paying £2,400 for a three-bed- 
room semi-detached. Mortgage 
repayments, rates, repairs and 
decorations swallow £3 Ils. a 
week, although Tom and his 
eldest son are handymen about 
the house and keep repairs and 


DISTRIBUTION OF 


Great 
Britain 


Dance News picture 


Elsie Cunningham, with £4 a 
week in her purse to spend, insists 
on dressing well. She visits dance 
halls and cinemas four nights a 
week. Like the above typical 
Lancashire girl enjoying herself 
at Mecca's Ritz Ballroom, in 
Manchester, she probably spends 
about 25s. a week on dancing. 


decoration bills down to a mini- 
mum. 


Size of dwellings 


According to the County Cen- 
sus for 1951, issued earlier this 
year, private dwellings in Lanca- 
shire numbered 1,494,369, an in- 
crease of 23 per cent over the 
1931 figure. Changes in the size 
distribution of dwellings have ac- 
companied their expansion in 
numbers. The main feature be- 
tween 1931 and 1951 is the in- 
crease in the relative number of 
four-five-room dwellings at the 
expense of larger ones, an experi- 
ence which is in line with that of 
England and Wales. The percent- 
age of persons living in the area 
at densities of over two persons 
per room has declined from 6.82 
in 1931 to 2.50 in 1951. 


Useful information for the 
@ Continued on page 698 
RETAIL OUTLETS 


North- S.E. Lancs. Merseyside 
West conurbation | conurbation 


| Per 10,000 Per 10,000 Per 10,000 | Per 10,000 
an ; ; Ps 


} 

Grocers ‘ “7 26 
Other food retailers , | 
Confectioners, tobacconists, | 

newsagents | 
Clothing group 8 
Hardware group F 6 
Chemists, photographic goods 3 
Furniture ; , 3 
Catering group ; 13 
Hairdressers 6 
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35-0 40-7 18-8 
nO | 329 | 28-0 
16-2 17-4 15-5 
23-5 26-4 14-6 
17 ss | 6-5 
3-9 41 3-6 
42 43 2-7 
18-4 17-6 | 39-2 
7 7-6 5-6 
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EVERYB ODY IN 
LIVERPOOL 
KNOWS 


WHERE TO GO FOR 


RESULTS 


Liverpool Daily Post Liverpool Echo 


The influential morning newspaper . est evening sale in 

of the North West the Provinces 
A.B.C. figure Jan.-June, 1954 76,024 A.B.C. figure Jan.-June, 1954 386,027 
London Office: Mersey House, 132-4 Fleet Street, London, E.CA 
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‘ 
.. 
4 
*e 
: If your appropriation is between £500 
and £5,000 and you want an agency that: 
,' % aims to give you the best value for your present 
expenditure, 
M % will not press you'to spend more—and has been known 
to advise clients to spend less, 
; % is vitally interested in giving you personal and 
"Y conscientious service, 
% has a successful record which inspires confidence and 
‘ produces advertising designed to sell 
—then you should get to know more 
a about the people who... 
= % give equally thorough service to small and large 
+ advertisers, 
% have served some of their clients, both large and small, 
i for over thirty years, 
if % are naturally glad to see clients (and their appro- 
priations | ) grow, but are equally happy to serve the 
smaller advertiser who, by the nature of his business, 
: never increases his expenditure, 
% in other words ! 
HERBERT GREAVES LTD. 
: 6 BOOTH STREET MANCHESTER 2 
% Phone : CENtral 7605 "Grams : ** Aitchgee, Manchester "’ 
g Incorporated Practitioners in Advertising 
ey 
# serving clients all over the country 
: 
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Lancashire and the North-West 


HELP | 
YOURSELF | 


Picture by Self Service 


Many housewives, like the lady above and Mrs. Cunningham, find 


shopping easier now that they can serve themselves. 


Big displays, 


attractive packages, and press advertising help selection. 


marketing man on the size and 
arrangement of households, to- 
gether with the availability of 
piped water, cooking stoves, 
kitchen sinks, water closets and 
fixed baths is to be found in the 
County Census Report. 


Free coal supply 


Coal, gas and electricity make 
inroads to the extent of 19s. As 
a miner, Tom receives six tons 
of concessionary coal a year, and 
this plays a big part in heating 
economy. 

Insurances have been taken out 
in bits and pieces down the years 
and now total I4s. a week. A 
small endowment policy was 
taken out after Mrs. Cunningham 
had seen an advertisement invit- 
ing readers to apply for further 
particulars. It brought an agent 
to her door, and she was already 
sold on the idea 

The Cunninghams like to be 
nicely dressed and an average of 
£2 a week goes on clothes for 
mother, father, and their two 
youngest children. Except suits, 
Mr. Cunningham leaves the 
selection of his clothes to his 
wife. Eldest son Harry similarly 
relies on her, giving her extra 
money for this purpose as and 
when required. 

Mrs. Cunningham's favourite 
outfitter tells her that most of his 
customers are housewives shop- 
ping for their menfolk. She even 
doubts whether Tom and Harry 
know their own shirt sizes, so 
reliant are they upon her. 

is a close follower of 
men’s wear 
watching 
new styles. It underlines the 
value of men’s wear suppliers 
bringing their goods to the 
notice of women. 
Out of her original £16 18s., 


Mrs. Cunningham is left with 23s. 
Husband and wife contribute 
jointly to a holiday fund for 
themselves and _ their two 
youngest children. Before the 
war the Cunninghams could not 
afford a holiday. The best they 
could manage amounted to day 
trips to Blackpool, Southport, 
Morecambe and other places 
along the Lancashire coast. 
Despite the rigours of this 
“summer,” holiday spending 
appears to be proceeding at a 
faster rate than last year. With 
Southport, Blackpool, Lytham 
St. Anne's, Morecambe 
Grange, Lancashire _ is 
endowed with holiday coastal 
resorts; it is interesting to note 


@ Continued on page 700 


Tom 


“Snap time” in the pit. 
Cunningham's wife spends about 
3 a week on groceries. 
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Next year 


VOGUE EXPORT 
will do the whole job! 


3 Sell your merchandise to the TRADE through 


its two big Commonwealth Trade Editions. 
2 Sell it to the CONSUMER through its four important 
Consumer Supplements—two for Australia and one each for 


New Zealand, South Africa and Rhodesia. 


Here is a complete and sound merchandising scheme—a programme designed to co-ordinate 
your publicity and channel it straight to the point of sale with no waste coverage. 

You can advertise to buyers through the two Trade Editions of VOGUE EXPORT and you can 
influence your specific Commonwealth customers through the four Consumer Supplements : 
10,000 copies per issue. 

Your advertisement will be seen in the most potent fashion magazine in the world, and will 
be read at the most propitious time for selling your merchandise. 


TRADE EDITIONS 


PUBLICATION CONSUMER SUPPLEMENTS DISTRIBUTION 


No. | February 25 1955 Australia No. | March 1955 


No. 2 July 29 1955 Australia No. 2 September 1955 


South Africa and Rhodesia 


October 1955 


New Zealand 1955 


Ortober 


VOGUE EXPORT. 37 Golden Square, London, W.|. 
Tel: GERrard 9060 


| Brazennose Street, Manchester, |. 
BLAckfriars 6730 
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that more than half the hotels 
and boarding houses of the area 
are in Blackpool, 

Since the war they have been 
to the South Coast, Scarborough 
and Scotland—-and managed day 
trips to the Lancashire coast in 
between times. 
a stock of brochures from holi- 
day resorts which they have 
sought after reading press an- 
nouncements. 


Holidays and television 


This year, as David and Joan 
planned school-organised holi 
days, Mr. and Mrs, Cunningham 
enjoyed a nine-days’ tour of the 
Cornish Riviera at a total cost 
of around £50. 

From the £2 10s. he retains 
every week, Tom makes his con- 
tribution to the holiday fund, and 
saves about 10s. a week through 
a — cogs He likes an 
occasional pint after a hard shift, 
but is by no means a heavy 
drinker. Like most men, in the 
presence of his wife, he is apt to 
underestimate his expenditure on 
cigarettes, and modestly puts it 
at 15s. a week. 


Growth of licences 


Apart from a television set, 
costing 14s, a week, the home is 
singularly free from hire-pur- 
chase. Harry and Elsie are “just 
mad about television,” and they 
make an equal contribution to 
this outgoing. 

An indication of Lancashire's 
interest in television, and also of 


They have quite ’ 
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Lancashire and the North-West 


Picture by M & R. Saidman. 


A family party on the beach at Blackpool. Since the war the Cunning- 

hams have also been to the South Coast, Scarborough, and Scotland. 

They have quite a stock of brochures from holiday resorts which they 
have written for following press advertisements. 


its increasing prosperity, is the 
rowing number of television 
icences. Between March and 
June, 1954, licences increased 
from 392,531 to 417,259—an in- 
crease of nearly 25,000. This is 
a factor of interest to advertisers 
with an eye on commercial tele- 
vision, which by this time next 
year may already be in operation 
in this area. 


Harry is still left with £4 13s., 
and reckons that most—if not all 
—of the odd shillings go on 
clothes. He rarely drinks, but 
admits freely to an expenditure of 
30s. a week on cigarettes. He is 
courting and trying to save £2 a 
week, but fears he does not 
always manage it. 

Like father and sister Elsie, 
canteen meals average around 8s. 
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a week, and there are visits to 
dance halls and cinemas. Some- 
times he has to sub heavily from 
mother to enable him to tuck £2 
away into a savings bank, and it 
is not always repaid. In turn, 
mother may be forced to sub on 
father, and this sort of thing up- 
sets the Cunninghams’ budgets. 
Elsie never borrows—and 
never lends. Nor does she 
save. With £4 a week in her 
purse, she likes to dress well— 
at least to the extent of one 
quarter of this amount. Harry 
stays at home for his holidays, 
but Elsie pays 10s. a week 
into a holiday club. 
Hair-do’s and cosmetics repre- 
sent “quite a drain,” and she can- 
not be sure of the exact amount. 
From the remaining £2 or there- 
abouts she contributes her 7s. a 
week to hire-purchase television. 


Dance hall spending 


She has occasional boy-friends, 
but insists on paying her way. As 
she visits dance-halls and cinemas 
four nights a week this leads to 
a strain on her not inconsider- 
able finances. Somehow, how- 
ever, she manages to be the 
family’s most generous giver of 
presents. She thinks a lot about 
today, and little about the future. 

Tom and his wife average one 
visit a week to the pictures. 

In common with the North 
and Scotland generally, Lanca- 
shire is a great cinema-going aréa. 


@ Continued on page 702 


Your ‘ Rates’”’ or “ Media’ Department 
will be glad to have these... 


HARD FACTS why no Provincial schedule is complete 
without the 


BOLTON EVENING NEWS 


% Bolton is a busy industrial town with a population of 167,162—the largest Town 
in Lancashire. Employment is high, wages are good, and the people spend readily 


on the goods they want. 


%& The 400,000 people in its circulation area cannot be reached by any other medium 
with anything like the same thoroughness as that provided by the Bolton Evening 


News. 


*% With its Dail 
of every | 


%*% The Bolton Evening 
a 


of Bolton, and 


Net Sale of 84,917 (A.B.C.), the Bolton Evenin 
homes in the County Borough of Bolton, 7 out 
Horwich, and gives excellent coverage in other surrounding Townships. 

News is the only daily paper published within a ten-mile radius 
$ no equal as an advertising medium in its area. 

% The rate is 21/- per s.c.i.—and well worth it. 


Bolton Evening News will not fail you. 


MEALHOUSE LANE, BOLTON, LANCS. 
Tele; Bolton 1993. Advert. Manager: Wm. Sheppard 


TILLOTSONS NEWSPAPERS LTD. 


6, ARLINGTON STREET, LONDON, S.W.! 
Tele: GRO 5220. London Manager: C. A. Miles 


Make good use of the space and the 


News enters 9 out 
10 in Farnworth and 
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Range 
Movement 


Tempo 


sel to a measure 
selected by the public, 

a constant recital 
to an ever changing 
audience 


advertising 
TMT 


ADVERTISING 


Coverage in Lancashire and 
Cheshire can be selective or 
complete by the buses of 

Ribble Motor Services Ltd. & 
North Western Road Car Co. Ltd. 


ADVERTISING DEPARTMENT 
THE B.E.T. FEDERATION LTD., STRATTON HOUSE, PICCADILLY, LONDON, W.1. 


TEL: MAYFAIR 8886 
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a VISITER” B 


SOUTHPORT VISITER 


Series of Newspapers 


COVER THE RESIDENTIAL AND AGRICUL- 

TURAL DISTRICT OF SOUTH WEST 

LANCASHIRE ON TUESDAY, THURSDAY, 
FRIDAY and SATURDAY 


“SOUTHPORT VISITER” 


Head Office: 28-32 Tulketh Street, Southport. Tel, 5127-8-9, 
Branch Offices: Ormskirk and Formby. 


“ SOUTHPORT JOURNAL ” 
Head Office: 28-32 Tulketh Street, Southport, Tel. 5127-8-9. 


“CROSBY HERALD” 
Head Office: 36 Church Rd., Waterloo, Tel, WAT 3333 & 2888. 


“ROOTLE HERALD” 


Branch Office: 263 Marsh Lane, Bootle, Tel. BOOte 3333. 


London Office : 
134 FLEET STREET, E.C.4. Tel. : Central 7620 


COVERAGE oF 


pLeTe 
MANCHESTER 


Manchester Poster Services Ltd 


>) 29 Bootle Street, Deansgate Manchester 2 
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| Lancashire and the North-West 


| Reference to the “Board of Trade 
Journal” shows that cinema 
admissions in the North-West 
were higher, between the end of 
December, 1953, and the end of 
March, 1954, than in any other 
region in the country, with the 


| exception of London and the 


South-East. Admissions in this 
period amounted to more than 51 
millions. 

The densely populated Mersey- 
side conurbation has 102 cinemas, 


| of which 48 per cent contain less 


than 1,000 seats; 47 per cent 
between 1,000 and 2,000, and five 
per cent over 2,000 seats. Greater 
Manchester can claim 238 
cinemas, 56 per cent of which 
have under 1,000 seats; 39 per 
cent between 1,000 and 2,000 
seats, and five per cent over 2,000 
seats. 


Living near work 


One piece of good fortune—or 
is it good management—favours 
the Cunninghams. They live on 


| top of their work, and travel- 


ling expenses are negligible. It 
is this daily freedom from travel 
which makes them particularly 
vulnerable to advertised day trips 
at the week end by train or 
coach. The Cunninghams, like 
most Boltonians, are avid readers 
of their local papers. The Bolton 
Evening News, printed and pub- 
lished in a town with 167,000 
inhabitants, has a circulation in 
excess of 80,000, and is delivered 
nightly at the Cunninghams’ 
home. The Bolton Journal, also 
a Mealhouse Lane product, has 
been “on order” for years. 

Current readership surveys 
show that readership of the even- 
ing press in the North-West is 
particularly high. The National 
Readership Survey, issued by the 
IPA, shows that readership of 
the evening press is higher in this 
region than in any other. 


Readership of papers 


Readers of the “Manchester 
Evening News’ represent 22 per 
cent of the adult population aged 
16 years and over in the North- 
West area, and the “Manchester 
Evening Chronicle” 15 per cent. 
The “Liverpool Echo” again 
according to the IPA survey, has 
19 per cent of the adult popula- 
tion as readers. In addition to 
Manchester and Liverpool, even- 
ings offering intensive coverage 
are published in  Barrow-in- 
Furness, Blackburn, Blackpool, 
Bolton, Oldham and Preston. 

It was a poster—“near the fire 
station”—-which persuaded Mrs. 
Cunningham to add the Bolton 
Standard to the family’s news- 
paper habits. 

Poster advertising provides par- 
ticularly valuable opportunities 
in the area. This is partly 
because of the density of popula- 
tion and partly because of the 
excellent facilities available. It 
should be remembered that 
almost 95 per cent of Lanca 
shire’s population lives in urban 
areas. Two of the most densely 
populated regions in the country 
are to be found in Liverpool and 


Picture by National Coal Board 


The new construction at Bradford 

Colliery, Lancashire. As a miner, 

Tom Cunningham gets six tons 

of free coal a year—a great help 
to the family economy. 


Manchester. In the Merseyside 
area a heavy campaign can be 
conducted with 276 16-sheet 
posters down to a light campai 
with half that number. Similarly, 
in the Greater Manchester area a 
campaign of heavy density would 
consist of some 480 16-sheet 
posters and of light density 240 
such posters. 

In addition to the evening 
newspaper, the weeklies are read 
by every member of the family. 
All are agreed that they are their 
guide to the cinemas. 

In Lancashire there are 118 
weekly papers and 16 groups or 
series of weeklies. The weekly 
paper, as reference to the 
“Hulton Readership Survey of 
1954” shows, commands a high 
adult readership in the North- 
West, although not as high as the 
Southern and Midland regions. 
It is accordingly an intrinsic part 
of any regional advertising 
scheme. 

Three Sunday papers are 
delivered, three magazines—two 
of which are primarily for the 
women folk, and one morning 
paper. Harry and Elsie each 
purchase an additional morning 
paper from news stands. They 
rarely fail to bring them home in 
the evening. 


Papers of the area 


In addition to the National 
morning and Sunday press pub- 
lished in London, papers pub- 
lished in the area, although in 
some cases having a_ national 
status, command a high reader- 
ship. The “Manchester 


Guardian,” with 545,000 readers 
(to quote from the IPA 
Survey), has about half these 
readers in the North-Western 
area. The Manchester “Daily 
Dispatch,” again according to the 


@ Continued on page 704 
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FLAT 


Insertion in 


Warrington Guardian 


«; 


THE KEY to 100,000 


Homes in South Lancashire 
and Cheshire 


whole Series LONDON REPRESENTATIVE — P. MOON 
Guaranteed 134 FLEET STREET, E.C4 Telephone Central 6329 


ASHTON-UNDER-LYNE 


REPORTER 


GROUP OF WEEKLIES 


13 papers completely covering the rich 
industrial and agricultural territory of 


South East Lancashire 


for 
North Derbyshire 3¢ 
North Cheshire Per 
West Riding of Yorkshire 1000 


97,180 


NET SALES A.B.C. 


Head Office: London Office: 
Market Square, Cc. P. R. Crane, 
Ashton-under-Lyne 44/45 Fleet St., E.C.4 
Tel. Ash 1831-2-3 Tel. Cen 6820 


Essential for Complete Coverage of Merseyside 


BIRKENHEAD 
NEWS GROUP 


FLAT RATE 


14/- 


s.¢. inch 


40,648 


A.B.C. Weekly Net Sale 


Head Office’ London Office: 
62/68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 60 FLEET STREET 


Telephone Telephone 
Birkenhead 1570 CENtral 2626 
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| Lancashire and the North-West 


By 
ee 
va 
oo 
; 


and centre 


and = Heavy 


ROCHDALE ... 


birthplace of ‘Our Gracie’ and the Co-op. 
of many 
Textiles, Light 
Asbestos and Electrical Switchgear Produc- 
tion, etc. 47,000 of its 87,000 total population 
earn high average wages and provide a large 
market which can be only effectively reached 
by the sole newspaper published in the town: 


Rochdale Observer Series 


(A.B.C,JAN.-dUNE, 1964, 79,288) 


DRAKE ST. ROCHDALE. Tel. 4251-3 


London Agent: D. L. Clackson, 80 Fleet Street, £.C.4. 


industries including 
Engineering, 


Residential 
Development and 
Industrial 
Expansion 
cannot be ignored 
in any campaign 
BOTH... 


taking place in the 


areas served by the 


CHORLEY 
GUARDIAN 
(every Friday) and 
the 
LEYLAND 

GUARDIAN 
(every Thursday) 
Group A.B.C. 17,759 


London representative : 

E. W. PLAYER LTD. 
30-32, Fleet St., London, E.C.4 
Telephone; CE.Ntral 2786-7 -8 


H . G s 
HARRIS 
Ltd. 
Incorporated 
Practitioners in 
Advertising 


° 
British and Overseas 


e 
PRESS 
* 
OUTDOOR 


- 
FILM 
ADVERTISING 


33 MERRION ST. 
LEEDS, 2 
and 


26 CORPORATION ST. 
MANCHESTER, 4 


same source, has 21 per cent of 
the regional adult population as 


readers. 
| Post” has thorough coverage in 


The “Liverpool Daily 


its own densely populated area. 


In the realm of the Sunday 


| press, readership of the “Empire 


News’ covers 39 per cent of the 


| area adult population; the pro- 


portion covered by the “Sunday 
Chronicle” is 17 per cent, with 


| 864,000 adult readers in the 


North-West. 


Of their reactions to adver- 


tising, the Cunninghams pass 
these observations: 


Unintentional notice 


Tom: “I buy a newspaper to 


read the news, and | think I am 
like most men—lI read advertise- 
ments without really intending to 
do so. I leave it to mother to buy 
most things. Yet, come to think 
of it, what I buy is always well 
advertised. 


“It boils down to this—per- 


sistent advertising makes an 
impact on me. For instance, now 
you ask me, | must admit that I 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


| 


| 
! 
| 
| 


Manchester the 
workshop 
HE MANCHESTER. 
Chamber of Commerce, | 
which is one of the leading 
members of the Association of 
British Chambers of Com- 
merce, has a membership of 
nearly 5,000 firms in all 
branches of industrial and | 
commercial activity. ... 
Manchester has... | 
veloped extensively as the 
centre of a great industrial 
area producing engineering 
products, chemicals, pharma- 
ceuticals and drugs, vehicles, 
building materials and 
machinery of all ty The | 
North-West is, indeed, the 


| great workshop of Britain, | 


from which we are proud to | 

supply markets throughout 

the world. .. . 

Manchester Chamber of Commerce. 
Monthly Record 


buy my suits from a tailor who is 
always advertising, and I bought 
a certain type of lawn-mower 
after repeatedly reading the claim 
that it was the best. 


“Of course, I always tell 


| mother I never read the adver- 


tisements—and I have almost 
come to believe it myself, All the 
same, there is not a branded line 
I could not name, and I am very 
tempted to buy an electric razor 
after seeing an advertisement 


this morning. 


I shall certainly 


have a bottle of what is good for 
you before going to bed.” 


newspaper 


Florence: “What good is a 
without advertise- 


ments? They make a paper and 


| keep my buying habits up-to-date. 


Looking round the house—the 
washing machine, radio and tele- 
vision were but some of the items 
we decided to buy after reading 
advertisements which offered easy 


@ Continued on page 706 


Pointers to 
prosperity 


HE VALUE of the Lan- 
cashire market does 
not look as though it will 
do anything but increase in 
the future. From recent 
company reports and state- 
ments the following items 
have been selected to indi- 
cate the upward trend of 
progress. 


RIDING’S STORES LTD. 

“Despite the restrictions im- 
posed on hire-purchase trading 
which continued for the full 
year under review, your com: 
pany continued to prosper, 
and the policy of expansion 
adopted by your board was 
not severely impaired .. . 
the restrictions have recently 
been removed, and your com- 
pany can now look forward to 
a period of unfettered trad- 
MR: tees 

“In view of the considerable 
expansion of trading, your 
board are of the opinion that 
the ordinary share capital 
should be increased by a 
further £50,000. .. . 

“The companies in which 
we have trade investments 
made satisfactory profits which 
have been retained in the 
respective businesses. 

“The trading figures . 
for the first quarter of the 
current year show that the 
company's activities have 
achieved a most satisfactory 
level, and your directors are 
vigorously pursuing a _ pro- 
gressive policy which includes 
the opening of further new and 
larger branches.” 


OUTRAM BAKERIES LTD. 


In a statement issued to 
shareholders with the last 
annual accounts an improve- 
ment was reported in the sales 
of cakes through the sub- 
sidiary company, Southport 
Cakes Ltd. 

“It is pleasing to report that 
the improvement was. main- 
tained through the year under 
review. Many new lines have 
been introduced by the bakery 
which have made necessary 
the installation of some very 
modern plant. These new 
lines are proving successful. 

“The trading figures for the 
first quarter of the current 
year show a maintenance of 
the satisfactory profits from 
the television and electrical 
side of our business and a 
considerable improvement in 
the sales and profits from the 
bakery. Although some of 
our companies are finding the 
terms of trading increasingly 
competitive I have confidence 
in the standard and diversity 
of our products and feel sure 


@ Continued on page 706 
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COPIES OF THE 
ST. HELENS & DISTRICT 


REPORTER 


PRESCOT & HUYTON 


REPORTER 


were sold each week during the 
period JAN.-JUNE, 1954. 


Certified by 
Auoir Bureau of Circutations 


20/- per S.C. inch 


H. C. BLANCHARD, 
134, FLEET ST., * 
CEN. 7620 


73, CHURCH ST, 
ST. HELENS, 
TEL. (4 LINES) 2285 


RECORD 


REPORTER 
SALES !! 


Il 
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feed plate over the tank. 


eee 


Speed up 
your Despatch- 


LABELLER 


This model is most useful for the effici- 
ent moistening of small gummed labels, 
factory instruction slips, poster stamps 
and similar items; noc the 
least postage stamps, 


The Labeller Is clean 
and speedy in opera- 
tion; with the brush 
moistening device 
labels are just ‘flicked 
through’ between the 
pressure bar and over 
the brush and this en- 
sures not too much or 
too little moisture to 
the labels, just suffi- 
cient all-over moisten- 
Ing to gummed surface. 

The Labeller is made 
in red porcelain finish, 
with a bright nickel 


\ , 


4 
BUTTERFLY BRAND 


ful in factories and pecking departmouts 
for molstening larger package and bale 


The dampening width is 9°. 
FRICE 60/- 


LIGHTNING... 


LABELLE 


tend hoe Sludthated leaMet to - 
SAMUEL JONES & CO.,LTD. 


NEW BRIDGE STREET, LONDON, E.C4, Tel: CENTRAL 6500 
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the North-West 


Most of the really good 
enlargements are made by — 


Ae 


The Autotype Co. Led., 
3 


COMPANY REGISTRATION} 


Private Limited Companies for the Adver- 

tising, Publishing and Allied Professions 

formed within eight days. 

Full obligatio ~ a particulars gladly 
telephone 


upon receipt written or 
enquiry. 
CITY BUSINESS SERVICES (LONDON) LTD. 


Compeny eee Agents 
476, Pulham wore: be ws. 
Tel.: FUL. 464 


IMPSON’S, the well-known 

shoe firm, have pin-pointed 
their two shops in the busy 
Market Street, Manchester, by a 
Claudgen sign which is also 
visible from the city's centre, 
Piccadilly. The sign reads 
“Timpson shoes from 2 shops” 
in block- og open trough sec- 
tion letters, 2 ft. 6 in. high for 
“Timpson,” 2 ft. 3 in. for “shoes” 
and 2 ft. for the remainder. 

The tubing inside the open 
troughs consists of a treble line 
for “Timpson” while other word- 
ing is ithe minated by a double 
line. “Timpson shoes” is in light 
green tubing, the rest in pink. 

There is also a representation 
of a continuous “ribbon” with an 
arrow-head at each end. A line 
of white tubing silhouettes the 
ribbon, while a grid of similar 
tubing is fitted to the two arrow- 
heads which flash on and off 

alternately. 


terms- po | in and day out. 

7 shou d be stumped when it 
came to buying clothes for the 
menfolk and children if advertise- 
ments did not act as a guide. 

“My larder is crammed with 
branded goods which I see adver- 
tised in the papers, on hoardings 
and bus sides. I find you buy 
goods often without really re- 
membering that you first saw 
them mentioned in an advertise- 
ment. I purchased a new brand 
of tea the other day and then re- 
membered I had seen an attrac- 
tive new poster about it earlier in 
the week.” 

Harry: “Like father I do not 
pick up a newspaper to read 
advertisements, but I must read 
them—when I come to think of 
it. I certainly know which build- 
ing society I shall want a mort- 
gage from when I get married. 
What advertising does to me is 
to give me the impression that 


@ Continued on page 707 


® Prosperity pointers 


—contd. 


that we can look forward with 
assurance to the results of the 


WILLIAM EVANS & CO. 
(MANCHESTER) LTD. 
“The year under 
il remain an outstandin 
landmark in the history o 
the timber trade, as ~ 
seen the final abandonment, 
after 14 years, of the control 
of consumption of softwoods. 
“No one could prophesy 
with certainty what 
diate effect the restoration of 
freedom would have after 
such a long period of con- 
In the long run restora- 
tion will undoubtedly hasten 
the times when the price of 
timber will be more clearly 
related to normal economic 
conditions than has been the 
i the outbreak of 


review 


imme- 


‘ satisfactory 
feature of the year’s trading 
has been the progress your 
company has 
respect to plywood sales. It 
is a source of gratification 
that the spade work put in by 
your company during the war 
which brought little 
tangible reward at the time, 
has now gone a long way to 
assist us to establish a very 
thriving post- war business in 
this commodity.” 


with 


_ “We have again absorbed 
increases in wages and in the 
prices of some raw materials. 
. (the) board believes that 
low prices are advantageous, 
as stimulating demand. Rayon 
is, however, now well estab- 
lished in the market and we 
an even more 
than 
price is stability of price, and 
in this respect our industry 

has a very good record. 
“Price cutting and progres- 
sive price reductions, 
many years ago were a feature 
of this industry could now do 
than good, not 
only by forcing customers to 
hold back their orders in the 
belief that prices might fall at 
also by 
causing the public to believe 
. that rayon is a cheap 


low 


which 


is some evidence 
in uninstructed circles 
this impression has already 


remain 


The management 
has installed a modern system 
of training newcomers and of 
the methods of 
work in all departments. The 
success of this system has 
already been assured by the 
co-operation of the operatives 
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THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL posTeER COUNTY 


ING | 
POSTER ADVERTIS 
ASSOCIATION | 


OLDHAM 
EVENING 
CHRONICLE 


The only Daily Paper 
published locally 


(Monday to Friday) 


over 44,000 per issue 
and still increasing 


OLDHAM 


CHRONICLE 
(WEEKLY) 


affords a complete cover- 
age of this prosperous part 
of Lancashire 


« 
Head Office : 


UNION STREET, OLDHAM 
London Office : 
134, FLEET ST., E.C.4 


"Phone : CEN. 7620 
Members of A.B.C. 


| have always 


| never let me down, | 
| advertisement which introduced 


| picked out 


707 


‘Lancashire and the North-West 


How advertising 


affects 


the Cunninghams 


what I see advertised is good.” 
Elsie: “Apart from mother I 
always claimed to read more 
advertisements than anyone else 
in the family. Dad and Harry 
been shy about 
admitting it. I am always on 
the look out for something new, 
and the advertising columns 
It was an 
me to a home-perm, and I 
our television set 
after comparing it with claims in 
other advertisements. But for 
advertisements, I don’t think I 


should buy anything.” 


As a miner, Tom Cunningham 
is particularly pleased about the 
advertising campaign which 
has sought to bring home to 
possible new recruits that it is 
now an industry worth entering. 

“The mining industry had a 
bad reputation,” he says. “Ad- 
vertising is helping to break down 
prejudice. It is bringing a lot of 
new recruits to the pits. We 
want them, and we must rely on 
advertising to get them.” 

Advertising touches the lives 
of the Cunninghams at every 


@ Continued on page 708 


Press and govern- 
ment officials from 
Libya, who re- 
cently toured the 
Lancashire fac 
tories of Leyland 
Motors Litd., are 
here seen inspect- 
ing a Royal Tiger 
under floor engined 
diesel bus on the 
production line. 
From left 
Mohamed El T. 
Ayib El Ashab, 
Mohamed _ Alissa 
Kadiki, Mohamed 
Ben Zeitoon, and 
Ali Guima 
Muzughi. 


Big mine plan nears end 


ONE OF the few coal pits 
to be situated close to the 
centre of a big city is Bradford 
Colliery, Manchester, where a 
huge reconstruction programme 
is now nearing completion. 
This development will put it 
among the most modern and 
efficient pits in Britain with an 
output of a million tons of coal 
a year. This will lift it to four 
times above the present level. 
According to the Manchester 
Guardian, two of the main com- 
ponents of this programme will 
be ready to go into operation at 


the beginning of next year. They 
are a new winding system and a 
new coal preparation plant for 
screening and washing the coal. 

Despite these mechanisation 
measures the Bradford pit will 
still need a bigger labour force 
to bring its output up to the one 
million tons a year envisaged in 
the plan. At present it employs 
1,350 men ; 2,200 will be the final 


figure. 

Bradford is linked by an under- 
ground conveyor belt with a 
power station at Stuart Street, a 
quarter of a mile away. 
sent these generators take about 
half of the colliery’s output. 


Head Office : 


London Representative ; 


Established 1876 


SERVING 250,000 PEOPLE AT THE MOUTH OF THE MERSEY 


tHe Bnotle Times series 


(Bootle Times, Walton and tes ~~ ga Times, Waterloo and Crosby 
imes) 


30 ORIEL ROAD, BOOTLE, LIVERPOOL, 20 
Telephone : BOOTLE 3092 


George Jackson, Clifford’s Inn, Fleet St., London, E.C.4 
Telephone : HOL 3611 


The only papers printed between Liverpool! and Southport 


Published Friday 


ADVERTISER'S WEEKLY 


At pre- | 


One Hundred 
and Fifty 
national 
advertisers 
during the 

past 
twelve months 


used the 


columns of the 


Head Office: 
ACCRINCTON 


LONDON: 131 Fleet St.,E.C.4 
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meashire are better off. 
They not only read advertise- 
ments; they buy what they 
read about. 

A review of the _ current 


pattern of Lancashire's industry 
shows the solid substance of this 
prosperity. 

Much activity is taking place 
in the form of new engineering 


HILL & ECKERSLEYS 
LIMITED 


LETTERPRESS 
COLOUR 
PRINTERS 
NEEDHAM AVENUE, 
CHORLTON-CUM-HARDY, 


MANCHESTER, 21. 
TELS: CHOriton 1060/6386 


Lancashire and the North-West 


Tom Cunningham and his wife go to the pictures on average once 
a week. Lancashire generally is a great cinema-going area, and Mrs. 
Cunningham might well have been inspired to improve the contents 
of her kitchen by seeing this two-minute film, “Your Servant Madam !" 
which Theatre Publicity Ltd. have made for Kenwood Electrics Ltd. 


schemes. A new bridge is 
planned to span the Mersey from 
Widnes to Runcorn, at a cost in 
the order of £1,700,000. The 
uay and cranage at Stalbrid 
iocks, Garston, are to be 


modernised. Work on a new 
dock shed at the Alexandra 
Dock, Liverpool, has been 
authorised, at a cost of £218,500. 

The first plant in the country 
for the manufacture of isopen- 
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tane is in the process of construc- 
tion at the Stanlow oil refinery, 
Cheshire. 

The chemical industry has 
been encouraged by the develop- 
ment of artificial fibres and petro- 
chemicals. One-third of the 
chemical workers of England and 
Wales are centred around Widnes 
and Runcorn. 


The jacquard fancy weaving 

section of the factory owned by 

Horrockses Crewdson (Sales) Ltd. 

Elsie Cunningham, 21 years of 

age, is a weaver earning about 
£6 10s. a week, 


The Liverpool ‘ Evening Express’ gives colour to your advertising 
in Merseyside, Lancashire, Cheshire and North Wales—100% 
extra attention value for only 25° extra cost. There is no better 
buy than the half-page in 2 colour at £150. Smaller spaces also 
available in colour. 


LIVERPOOL 


LIVERPOOL. | 


EVENING EXPRESS 


VICTORIA | ST., 
Telephone : CENtral 6601.} 


132/4 FLEET STREET, E.C.4. 
Telephone : CENtral 7700. 
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a group of nine 


influential newspapers 


A.B.C. NET SALES 


The novel display arranged by the Smiths Group of companies at the 
Farnborough show. 


Increasing sales posed © 
display problem 


A PARTICULAR problem first time on the stand, together 
for the designers was with a specially designed reverse | 
posed by the Vickers-Arm- Current cut-out and specimens of | 
strongs stand at this year’s icuit breakers. 

Farnborough show. 

They wanted to display models 
of the Vickers Viscount in the 
colours of all the airlines who 
have ordered the machine, but as 
the number was likely to increase 
right = the last minute, it 
was difficult to decide on the 
most suitable method of presen- 
tation. 

In one two-month period, 
while the stand was under con- 
—— hing ps ny E D 
creased from 100 to over 150. 

The problem was solved by dis- | “The > AY 
playing the vom ga a honey- i ; 
comb framework. The precaution f — 
of adopting this flexible type of DUMFRIES Row » 
display stand was proved a wise The Thorn Electrical Industries 


Ul 
one as in the fortnight before the stand featured lighting devices for and GALLOWAY A yALUeE 


Farnborough show opened, three aircraft. 


KENNEDY PRESS LTD - 31 KING ST WEST » MANCHESTER 3 
SO TEMPLE CHAMBERS * TEMPLE AVENUE * LONDON E.C, 4 


"; al were received for — STANDARD ” ' 

internal lighting _|_ Ifyou wish to reach te ape chkesem © 
Thorn pmem in hoe ual Pakistan market advertise in L ARGEST Soleus Group of 
demonstrating the new Thorn eleven individual /oca/ 
plasteck aircraft console panel CIRCULATION newspapers is a 


and cockpit illumination system. 
Visitors were not only able to THE of any Newspaper 


7) a 
be testing area. All test A 
ing in 2 fying instrument peoi| KARACHI in the = op be Fe 


and the Bristol “ Britannia” SOUTH OF 


ine srrounuing ive of ght fs | COMMERCE he LOWEST 


: and the LOWEST rate + / 
oe way the Sah, Cumeneieates per inch per 1000 copies. es 
unique qualities of the P P . 

system when jastelied in aircraft, akistan 8 leading industrial, It - the pat owe per PER INCH 
particularly for flying at sonic prin an publis in AB.C. NET SALES 
and supersonic speeds. Commercial and Financial DUMFRIES. 132,860 

A number of other panels, in- ; 
cluding an oxygen regulator and weekly. _ | Ask for Specimen Copy, Rate nted in London 
a Smith's auto-pilot, also showed Card, and Map showing where 
the adaptability of the system to SetennneEeeeee the Standard circulates. 


abil | 
Se ee || HEAD oFFice 

A further display featured the | 4K. and Continental Representative: | | 133 High Street, Dumfries. 
new Thorn range of landing and . Telephone 19. 
— Pn am a for BUTLER’S | BRANCH OFFICE: 
aircraft. pecia tlas lam | : 
awe beea adesigned for c - ADVERTISING SERVICE Castle Strest, Kirkcudbright. 

rm aircraft fittings, and these 

were demonstrated from the twin | 22, St. Giles High Street, LONDON OFFICE : 
filament 750/250 watt landing London, W.C.2. E. Greenwood, Ltd., 231-2 


lamp down to the 28 volt “pea” ; Heed Office: Luton. 
lamp. A new range of Thorn TEMpIe Bar 5908 (5 lines). ios, City 9906-8. 


sealed relays were shown for the ——— Advert. Manager : C. W. Glider. 
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£1,500,000,000 


is spent each year 


on essential goods 


and services by the 


readers of 


THE MUNICIPAL JOURNAL 


the only weekly paper 
covering every branch 


of local government, 


hospital, fire and 
police services 
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The Architectural and Building Press 


Great care should be exercised when advertising in journals serving the 
building and architectural interests. There are, however, certain basic rules 
and these are described in this special media survey by GODDARD 
WATTS, chairman of E. Walter George Ltd., who has had long experience 

in dealing with accounts in this field. ; 


GELLING building 
materials and services is 
a highly specialised business. 
But it is relatively simple 
once you know the rules and 
have enough experience to 
keep them. 

The first essential is to know 
your product, how it is or should 
be used, how it compares in 
quality and price with its com- 
petitors, what competition it has 
to face from similar products and 
from alternatives, whether its vir- 
tues will appeal to both the archi- 
tect and the builder, or to one 
more than the other. 


How to go wrong 


This last point is of especial 
importance and sometimes diffi- 
cult to determine. 

It is certainly the point on 
which even experienced adver- 
tisers most frequently waste 
money. “Surely an advertiser must 
know who buys his product” the 
innocent exclaims. He surely 
does, and that is just where he 
can go so wrong. 

The builder buys his product. 

But why ? 

Because he prefers for rea- 
sons of speed, ease of work- 
ing, price or other factors to 
use this article or because the 
architect has written it into his 
specification. 

Frequently both reasons 
operate, but particularly in the 
case of services offered by 
specialist sub-contractors the 
architect is the governing factor, 
often despite the builder's strong 
desire to do the work himself. 


Interest misplaced 


One prominent advertiser, the 
largest in his field, has for many 
years spent thousands of pounds 
telling builders things about his 
service which only an architect 
would be interested in. Another 


spends vast sums annually telling 
architects about matters that not 
one in a thousand of them has 
any occasion to deal with: in this 
case the specialist sub-contractor 
is all important. 

Money spent getting these facts 


How advertisers should 


use a vigorous medium 


really clear will pay big and last- 
ing dividends. 

Not that conditions 
change—they do. 


Beating the competitors 


Research must be kept up to 
date, but the man who knows the 
market as it really is to-day is the 
man who first senses changes and 
gets to know the new situations 
in advance of his competitors. 

Having determined the relative 
importance of architect and 
builder the next essential is to 
know the media by which one 
can reach them and here mistakes 
are very easy, sometimes aided 
and abetted by over zealous 
advertisement representatives. 

From the press media stand- 
point, the industry is very ade- 
quately served—in fact no other 
industry is served so comprehen- 
sively unless it be agriculture. 
The principal publications are: 


WEEKLIES 
Architect & Building News. 
Architects’ Journal. 
Builder. 
Contract Journal. 
Contractors’ Record. 
Illustrated Carpenter & Builder. 
Labour News, Public Works 

& Building Weekly. 

Municipal Journal. 
Surveyor. 


MONTHLIES 
ee Association Jour- 


never 


Architectural Review. 
Architectural Design. 
Architecture & Building (until 
recently called Building). 
Building Industries & Scottish 
Architect. 
Housebuilder & Estate 
veloper. 
Journal of Institution of Clerk 
of Works. 
Journal of Town Planning In- 
stitute. 
National Builder. 
Official Architecture & Plan- 
ning. 
Parthenon. 
R.1.B.A. Journal. 
Town & Country Planning. 
Ulster Builder. 
The weeklies are of first im- 
portance, and the first major mis- 
_ take the novice may make is in 


De- 


This was a full 
page colour adver- 
tisement in the 
“Builder” to pro- 
mote vinyl asbestos 
floor tiles made by 
the Marley Tile 
Co., Ltd. 


assuming that the Builder is 
mainly a paper for builders. In 
fact, nearly as many architects 
read the Builder as read the in- 
comparable Architects’ Journal, 
especially those in local authority 
services. Certainly the leading 
contractors read the Builder, too, 
and probably there is not a build- 
ing material salesman who does 
not study its current contracts 
column, The Builder is, in fact, 
a comprehensive advertising cam- 
paign in itself. 

The Architect & Building News 
celebrates its centenary next 
month. There is, however, no- 
thing old-fashioned about its pre- 
sentation, and it has a very strong 
following among the leading 
modern architects largely because 
of its outstanding critical surveys 


of contemporary architecture, 
Its circulation is primarily 
architectural — although its 


readership is not exclusively so. 
Vigorous editorial policy 


The Architects Journal is a 
much younger paper with an 
extremely vigorous editorial 
policy. Its columnist Astragal is 
undoubtedly the most outstand- 
ing weekly feature in technical 
journalism and the whole tenor 
of the paper accurately reflects 
—unless it actually creates--con- 
temporary architectural thought. 
Naturally enough the Architects’ 
Journal enjoys a very large 
student readership as well as that 
of the established architect, par- 
ticularly those in private practice 
and in the larger authorities. 


For reaching the smaller 
builder, the jobbing builder and 
decorator, the Illustrated 


Carpenter & Builder is in a field 
almost to itself with the largest 
of all the building industry circu- 
lations and a very modest cost 
per page. 
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Outstanding among the month- 
lies are the Architectural Review, 
the world-famous monthly from 
the same stable as the Architects’ 
Journal, and the big circulation 
RJI.B.A, Journal—Journal of the 
Royal Institute of British Archi- 
tects. 


Intellectual readership 


The Architectural Review ap- 
peals to the more intellectual 
section of the architectural com- 
munity and the architectural 
dilettante. \t is a large and im- 
pressive publication selling at 5s. 
monthly. Its typographical pre- 
sentation is frequently daring, but 
basically it is the noble flagship 
of British architecture and the 
ideal medium for prestige adver- 
tising. Its circulation is surpris- 
ingly large for the price at which 
it is sold, although it obviously is 
considerably less than that of the 
Architects’ Journal. 

vast circulation of the 
R.1.B.A. Journal (which to 
each of the 21,000 members of 
the Institute) has been skilfully 
turned into an equally large 
readership—which is more than 
can be said of many institutional 
journals (although the National 
Builder and Housebuilder are 
also notable exceptions). 


For architects alone 


The standard of presentation is 
fully up to that of its commercial 
competitors and its volumes of 
advertising are an eloquent testi- 
mony to its management. It is of 
course exclusively an architects’ 

aper. The rest of the monthlies 

ve each their specialised appeal 
which can usually be accurately 
gauged by ‘studying any three 
consecutive issues, 

Having selected the media, how 


@ Continued on page 712 
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ADVERTISER'S WEEKLY 


buil ding 


exhibition 
NOV. 16 1955 NOV. 30 
OLYMPIA 


THE CATALOGUE 


is retained as a work of reference 

by Architects, Public Authorities 

and Builders throughout the world. 
Published in November 1955 


Enquiries for space, available to Exhibitors only :~ 


THE BUILDING TRADES EXHIBITION LTD. 
4, Vernon Place, W.C.1. 
CHAncery 2223/7 


PUBLIC WORKS. 


‘BUILDI NG WEEKLY 


27,000 COPIES SOLD WEEKLY 


To: Contractors, Builders, Municipal 
Officials and Civil Engineers. Rates 
on application to M. C. Broadbridge, 
LABOUR NEWS, 69 Fleet St., 
London, E.C.4. "Phone CEN 1328 


Prefabrication 
@ The only British journal devoted solely to this 


rapidly expanding field of the building industry 
@ A circulation covering over 3 countries 


EDITORIAL OFFICES ADVERTISEMENT 

PREFABRICATION OFFICES 

PUBLICATIONS LTD. DAVID ove 

4, Vernon Place, PUBLICATION LTD. 
W.c.l, enton House, 

Telephone CHAncery 2223 ent. 
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Left: A completely orthodox ap 
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al to architects and builders to 


show the flexibility and adaptability of the material for a specific 


purpose. Right: A good exam 


idea 


then should the advertising itself 
be prepared? 

Especially in the case of pro- 
ducts appealing to the architect 
the most effective way to start is 
to have Architects’ Journal Infor- 
mation Sheets prepared. This 
work is done by the highly skilled 
technical staff of the journal 
working in conjunction with the 
advertiser's technicians. Together 
they will evolve an effective pre- 
sentation of all the relevant facts 
about a product or service and 
its application. 


Surest sheet anchor 


Nothing is so valuable as a 
basis of advertising to architects. 
Even though the advertisement 
itself may ignore the technicali- 
ties, an Architects’ Journal Infor- 
mation Sheet is the surest sheet 
anchor a brilliant copywriter can 
be given, and believe me, the 
more scintillating a copywriter is, 
the more he needs a sheet anchor 
when appealing to architects. 

ws = intellectual disbelievers 


honest subtlety can the adver- 
tiser hope to achieve his aim. 
Crudity of illustration or words 
is anathema, and sex can be 


Contractors large and small, as 
well as jobbing builders, can all 
be treated to high powered selling 
and pithy advertisements without 
disastrous results, but even here 
honesty is undoubtedly the best 
policy if not the only one. 

Humour? 

Yes: if you are really 
humorous even the architect can 
take it—and like it. 


* * * 


According to the publishers, a 
recent breakdown of circulation 
shows that the Builder has, in 
percentages, a purchasing reader- 


le of prestige advertising with an 
ehind it. 


ship as follows: architects, 32; 
quantity surveyors, 15 ; engineers 
and others, 12; builders and 
contractors, 29 ; local authorities, 
government de ents, public 
utilities, etc., 7; manufacturers 
and distributors of building 
plant and material, 5. 

For many years Architecture 
and Building was known simply 
as Building. The title was 
changed at the beginning of the 
year to identify it more clearly 
with the design as well as the 
actual construction and erection 


of buildings. This monthly 
journal not only puts before the 
readers the buildings and 


methods of construction current 
to-day but also tries to indicate 
the sort of buildings that will be 
put up to-morrow. The adver- 
tisements reinforce the editorial 
with a comprehensive coverage of 
new methods, equipment, and 
materials. 


Work of reference 


The Building Trades Exhibition 
Catalogue, which is published 
biennially, is comanied as a work 
of reference by many members 
of the building world—architects, 
local authorities, and builders— 
who attend the exhibition from 
all over the world. Advertisers 
in the catalogue are restricted to 
those who take part in the exhi- 
bition. The monthly journal 
Prefabrication was first published 
for the last Building hibition 
(1953) with the aim of making 
known the many new prefabri- 
cated building systems and new 
building techniques which are 
being produced by the building 
industries the world over. Pub- 
lished by the Building Exhibition 
(Olympia) organisation, Prefabri- 
cation now circulates in more 
than 30 foreign countries. 

The average circulation of the 
gy Trade Journal durin ae 


last Jan to June peri 
a 5,618 and the figure for July 


@ Continued on page 714 
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£500,000,000 


per annum 
is spent by 
the readers of 


“MUNICIPAL ENGINEERING’ 


Specialised readership 35,000 covering 
Building Roads 


Heating Bridges 
Lighting Ventilation 
Transport Public Health 


Plant and equipment 
Sewage disposal plant 
Public cleansing and 
refuse disposal 


per? 
—— 


r ‘} . ; { 
SEPTEMBER 30, 1954 713 ADVERTISER'S WEEKLY 
J 
4 ¢ 
4 
4 
ee | 
Bs. 
a 
as 
Pe 
Ae ‘, 
- —— 
tr sy 
ee i : 
BS 
4 
is 
om 
y ‘i 
as 
. 
2° 
Eh 
i 
ee 
ae 
% 

: a 
ee 
ao 

Rig: 
hae 
io 
a 
~ 
- 
De 
— 
ail 
7 ' 
ie 
fer sol ge : Fi ; toa a ae an oo ie i * = . ee. ’ wes,” i 
Tag ere ae > ee: ae SE ARE « ~~? _ ° . ae 


ere 


a 


— 


wearieees 


ADVERTISER'S WEEKLY 


has been given as 5,653. Founded 
in 1921 as the official organ of 
the. National Federation of 
Plumbers and Domestic Engi- 
neers (Employers) the policy has 
always been to concentrate on the 
technical side of the craft and to 
make the journal acceptable to 
both employers and operative 
apprentices. A considerable 
increase in the amount of adver- 
tising space booked has been 
reported for this year. 


News bulletin beginning 


The bi-monthly British Hous- 
ing and Planning Review began 
in 1940 as a news bulletin when 
the exigencies of war time pre- 
vented the National Housing and 
Town Planning Council from 
keeping in touch with the 2,000 
members of the council. The 
present circulation is some 4,300 
and the readership has’ been esti- 
mated at a minimum of 13,000. 
The readership is among techni- 
cal and administrative members 
of the building trades and pro- 
fessions with incomes reckoned 
at £600 a year upwards, 

With a readership of 8,000 the 
circulation of the Journal of the 
Institute of Registered Architects 
is reported as some 2,000. Pri- 
marily the organ of the Institute's 
policy on professional matters 
the readers are mostly private 
practising architects and assis- 
tants. 

The circulation of the Labour 
News, Public Works and Building 
Weekly remains at a steady figure 
of 27,000 a week. In 1950 the 


THE WEEKLY NEWSPAPER 
THE BUILDING AND PUBLIC 
WORKS INOUSTRIES =. 


Every week for over 75 years The Contract Journal has = 
rovided the link between Government and =: 
unicipal Authorities, Public Works Contrac- — 
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figure was 18,000. Readership 
comprises contractors, builders, 
municipal authorities, civil 
engineers and many site man- 
agers. The latter are especially 
influential when it comes to 
ordering expensive contractors’ 
plant. The circulation is 99 per 
cent in this country. 

Founded in 1921, the National 
Builder is the urnal of the 
National Federation of Building 
Trades’ Employers. The appeal 
is to builders and contracting 
firms and special attention is 
given to the increased use of 
mechanisation in building work. 
The House-builder and Estate 
Developer was registered shortly 
after the last war as the official 
journal of the Federation of 
Registered House-builders. The 
publishers, the Federated Em- 
ployers’ Press Ltd. have said 
that it is, in fact, the only tech- 
nical journal solely devoted to 
house building and the develop- 
ment of building estates. 


Building trade readers 


Described by the publishers as 
the “Independent paper for build- 
ing workers,” the New Builders 
Leader has a monthly circulation 
of some 6,000. Widely read by 
building trade workers it has a 
considerable sale through trade 
union branches. In a_ leaflet 
issued to boost advertising the 


claim is that the readership 


“benefits the advertisers of goods 
and services which are connected 
with the readers’ working-day 
life. . . tools, clothing, boots and 
shoes, overalls and instructional 
books are but a few of the re- 
quirements of a building trade 
worker.” 

The quarterly Road Interna- 
tional has a world-wide circula- 
tion of 4,000 copies and a con- 
servative estimate has it that the 
average readership is five per 
copy. Subscribers are mainly 
from government departments, 


local authorities, engineers, 
responsible organisations and 
industries interested in and 


connected with road planning, 
construction and maintenance. 


Remarkable Increase 


The 75th anniversary of the 
weekly Contract Journal has 
recently taken place. During the 
last half year the circulation was 
some 11,000—a 10 per cent 
increase over the same period of 
1953. The estimated readership 
is 60,000 and made up principally 
of building and civil engineering 
contractors, sub - contractors, 
manufacturers and suppliers of 

lant, equipment and materials, 
ocal authority eéngineers and 
surveyors and the more important 
engineering consultants and archi- 
tects. The overseas circulation is 
very small as the company pub- 
lishes a sister journal (quarterly), 


Picture by Prefebrication 


Welded prefabrication in action. 

This new technique is shown here 

being applied by Hills (West 

Bromwich) Ltd., at a Coventry 

school. The use of prefabrication 

methods has greatly increased in 
recent years. 


the British Constructional 
- ~y" for the overseas market. 

he circulation of Architectural 
Design has shown a steady rise 
since 1948, to reach an average 
figure of 6,459 copies per month 
for the six months January to 
June of this year. Readership is 
calculated at four per copy, the 
majority of the readers being 


@ Continued on page 716 


tors and Plant Suppliers. Everyone in any way —— 


connected with Public Works needs the Contract 
Journal’s up-to-the-minute news on Thursday 


morning. No schedule for building materials, —— 


Contract Journal. 


plant or equipment is complete without The = ———— 


32 Southwark Bridge Road, London, S.B.1. — 
Telephone Waterloo 3411 (5 lines). =—— 


Specimen copy and rates on 
request from The Contract Journal Co. Ltd., 


Regular features include new developments 


in plant, methods and materials, tenders = 
invited, contracts awarded. 


THE CONTRACT JOURNAL 


Ask too, for details of the overseas quarterly— ; 
THE BRITISH CONSTRUCTIONAL ENGINEER. =). 


ACTED U. UPON: EE 


TH 


it 


ih] 


HH 


ill 


tH 
att 


alltHtlt 


ee |_| SrPTEMBER 30, 1954 
7 ie | 
z 1 / 

at he = 
ee ; 

eg me 

e v Aste. 
: a — 

e 

; = (Ba | 1 = 

4 = eg | Pa a 
a = e | iE = 1 
‘\ Ai) a. 

: (a = 
te ——_ 44 SS 
y — 
4 =—— Js a —: 
: perio ee ‘ ‘i SE: 

| oe — a : 
Ms % — ol ; . i j Wy / tl, xe a 

1 3 = 4 . | -= \ 

"e. gmocw age SE = =. Z 

| anes i Ky — 
‘4 — }. yf = = 
A... iM Ss 8 ~— : i . 
ie a = 
4 a NV | 
ae F >) a Me | 


SEPTEMBER 30, 1954 ADVERTISER'S WEEKLY 


Read by Architects 


who control the greatest spending power 
and Builders handling the important contracts 
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%* DESIGN and its changing contem- * COSTS are probed by a unique feature en- 
porary mood are analysed in articles, titled “* Cheaper Building * which brings together, 
sensitively illustrated, on recent work of under one heading, the latest methods of economic 
progressive architects all over the world. planning and construction, the newest materials 
and equipment and sums up month-by-month all 
the possibilities of reducing building costs. 
% NEW METHODS, new equipment, new 
building plant and materials and new ways %* CONSTRUCTION and the latest developments in 
of using them are set out in practical terms structural technique are fully described and accurately 
with emphasis on site performance. illustrated with specially drawn details, 
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ADVERTISER'S WEEKLY 


Municipal Public Works and 
Building Trade Advertisers 


“ The Surveyor and Municipal and County Engineer ” 
deals with every aspect of municipal engineering including 
Road and Bridge Construction, Sewerage and Sewage 
Disposal, Water Supply, Housing, Public Lighting, 
Refuse Collection and Disposal, Street Cleansing and 
Mechanical Transport. 


Established 62 years, it enjoys an unrivalled circulation 
among the Engineering Officials of Local Authorities and 
Government Departments, Consultants, Public Works 
Contractors and Builders. 


The Surveyor 


Advertisement Manager : R. A. Caldwell, 

The Surveyor and Municipal and County Engineer, 
Carlisle House, 8 Southampton Row, London W.C.1 
Telephone: Holborn 0452/3. 


Published every Saturday, Price 1/- 
Annual Subscription 56/- Inland and Abroad 


Official 
Architecture 
ME Azy || 2nd Planning 
IN THE ENGINEERING * 
INDUSTRIES The Monibly Journal 
“The Engineers’ Digest" for Official, Staff and 
is definitely read by tech- Private Architects 


nical executives who 

decide the buying of 

materials andequipment af 

in the leading engineer- 

ing Sarai a Great 63 NEAL STREET 

Britain and overseas. cr tomes eed 
TEMPLE BAR 9304-5 


Ask for particulars of 


and Planning Officers 


our coverage of the mar- 


kete in which you want 
to sell, 


ENGINEERS 
DIGEST 


120, WIGMORE STREET, 
LONDON W.!I. 


Telephone 
WELbeck 9357 & 6263 


716 
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| Architectural and Building Press 


| architects, their assistants, and 
students. Other readers are 
surveyors, builders, town 
planners, etc. The overseas 
circulation is around 1,300 and 
covers most countries of the 
world, This journal also issues 
a series of standard catalogues 
(Architects’' Standard Catalogue, 
Building Trades Catalogue, etc.), 
each of which is produced once 
every three years and supplied 
free to selected recipients. 

There is a constant circulation 
| figure of about 4,000 for the 
| Town Planning Institute Journal 
| whose subscribers are drawn 
| from the architectural, surveying 
| and engineering professions with 

incomes ranging from £500 to 
| £2,000 a year. 

Government departments 
The readers of Official Archi- 
tecture and Planning are mainl 
government department agchi- 
tects, staff architects, members of 
architectural institutes, libraries 
and schools. The circulation is 
tending to grow slowly and stands 
at the moment at about 2,000 
with an estimated 8,000 reader- 


ship. 

tn addition to the formidable 
task of carrying out the new 
housing arrangements and other 
types of building, including 
schools, etc., much building is 
done by local authorities on 
highways, sewage and water 
undertakings. This considerable 
task will not be completed for 
many years. 

The officers responsible for 
these works are the readers of 
Municipal Engineering. This 
influential technical journal is 
written entirely for municipal 
engineers, surveyors, sanitary 
inspectors and cleansing officers 
who have constituted its reader- 
ship for 80 years. 

The circulation of the Building 
Materials Digest during the last 
six months averaged 8,272 copies 
—an increase over a comparable 
period of three cent. The 
estimated readership is 41,360 
and includes architects, quantit 
surveyors, draughtsmen and all 
types of users building 
materials. 

County council officers 


The County Councils Associa- 
tion Gazette has a circulation of 
about 6,100 a month and is 
steadily rising. This publication 
goes primarily to members and 
Officers of county councils in 
England and Wales. 

eaders of the Surveyor 
include municipal and county 
engineers surveyors, highway 
engineers, water suppl 
sewage engineers, ousin 
officials, and others conce 
with local government and public 
health engineering and public 
works. Advertisers in this pub- 
lication reach people with salaries 
ranging from £500 to £5,000 a 

r 


year. 

The change of name from the 
Journal of Decorative Art and 
British Decorator to Painting and 


Decorating was noted in ADVER- 


Tiser’s WEEKLY, page 520, 
September 9. An increase in the 
size of pages will take place on 
January 1 when there will be a 
consequent adjustment of adver- 
tising rates, 

A 20 per cent increase in the 
approximate circulation of the 
Master Builder has been recorded 
during the past year. With a 
circulation of some 5,000 the 
—— has been estimated at 


000. 

The publishers claim that the 
Municipal Journal is the only 
technical paper which covers all 
the departments of local govern- 
ment. They have further drawn 
attention to the fact that the 
Metropolitan Boroughs (Organ- 
isation and Methods) Committee 
have recommended that 
municipal advertising should be 
sent to the MJ as being the onl 
—— read throughout 

1 government offices. 

The present circulation of the 
Contractors’ Record and Muni- 
cipal Engineering stands at 6,800 
copies a week—a considerable 
rise over a year ago. The journal 
provides a link between the 
municipal engineer and the con- 
tracting industry as a whole. The 
same publishing concern handles 
the overseas quartesty, Contrac- 
tors’ Record and Public Works 
Engineer, which is exclusively 
devoted to public works contract- 
ing and civil engineering 
out by British firms. 


Advertising pages doubled 

During the last year the Muni- 
cipal Review has more than 
doubled the number of editorial 
and advertising pages. 
October issue will, in fact, carry 
64. The circulation figure has 
fluctuated very little and is in the 
region of 8,820. Copies go to all 
municipal corporations in Eng- 
land and Wales. 

The circulation of the 
Decorator is widespread among 
painting contractors, master 

inters, builders, decorators’ and 

ilders’ merchants, architects 
and all professionally interested 
in decoration. Last year the 
journal's staff answered about 
2,000 technical inquiries sent in 
by readers and some 300 of the 
replies appeared in the “Answers 
to correspondents” columns. 

Special promotion efforts dur- 
the oy year have resulted in a 
notable increase in circulation in 
the United States. 

* = * 


Here to conclude is a pet aver- 
sion of architects which a recent 
survey brought to light: “All 
architects specify Blank,” or such 

rases as “Of course Blank 

lank are best.” 

These rightly critical minds 
tend to give full value to words 
and something that they happily 
specify for local authority hous- 
ing schemes can lose some of its 
integrity if it is even broadly 
suggested that it might be equally 


suitable for a new West End 
house, unless this is indisputably 
the case. 
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EXPORT NEWS FOR THE 
ELECTRICAL INDUSTRY 


As from the January issue, the page size of ELECTRICAL INDUS- 
TRIES EXPORT will be increased to provide a type area 10” x 7”. 


e over 100% more space 


At the same time, the special export appeal of this journal will be 
enhanced by another increase in the allocation of copies to overseas 


* 
markets. The new circulation breakdown will be : 
. 85% export 10,000 copies monthly, 15% Great Britain, 45% countries of the 
Commonwealth and the British Colonies, 20% all countries on the e 


Continent of Europe, 15% Central and South America, and 5% 
Middle and Far East and U.S.A. 


This concentration of effort on export interests, coupled with the 
increase in page size, will give an opportunity to our Editorial 
. dignified presentation Department to devote more space to high quality technical articles 

describing the achievements of the British electrical engineering 
industry. 


In spite of the additional cost which we will bear in making these 


improvements, there will be no curtailment of free services—these 
7 free services remain will be provided as before so that our regular advertisers can . 


continue to enjoy more business for a lower expenditure. 


ENSURE THAT BRITAIN'S EXPORT JOURNAL FOR THE ELECTRICAL 
INDUSTRY 1S INCLUDED IN YOUR APPROPRIATION FOR 1955 


6 CAVENDISH PLACE, LONDON, W.}, 
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ADVERTISER'S WEEKLY 


Ad Man's 
Bookshelf 


Backward 
glance at 
1953’s ads 


r[HE comprehensive Britan- | 
nica Book of the Year | 
1954, recalls the events of | 

1953 and has been published 
by Encyclopedia Britannica | 
Ltd., at £3 3s. “Viewed in | 
retrospect,” writes John Armi- | 
tage, editor, in his preface, 

“1953 was a joyful year with | 

the sterner economic battles 

thrust into the background by 

the coronation and made still 

more endurable for Britain by 
the conquest of Everest and a 
victory for England over 

Australia at cricket.” 


American contributor 


Although the advertising man 
will share the rest of the com- 
munity’s pleasure at reading once 
again of those joyous events he 
will turn with a more critical eye 
to the section headed “Advertis- 
ing.” This has been contributed 
by Roger A. Barton, editor of the 
American Advertising Agency 
and Advertising Handbook. 
Rightly, he has been much con- 
cerned with the publication of the 
White Paper presenting the 
government's plan for commercial 
television and the subsequent 
memorandum from the Incorpor- 
ated Society of British Adver- 
tisers and the Institute of Incor- 
porated Practitioners in Adver- 
tising. 


Two advertising groups 


It is observed that “the pro- 
posale in the White Paper sub- 
stantially followed the lines laid 
down by the two advertising 
groups who further stated that, in 
their opinion, it would be pos- 
sible for advertisers to invest 
between £5 million and £10 
million a year in this new form 
of advertising when it reached 75 
per cent of the population.” 

Attention is also directed to the 
report of the committee headed 
by Sir Miles Thomas, chairman 
ot the British Overseas Airways 
Corporation, “on the future 
development of the Advertising 
Association, the senior represen- 
tative body in advertising to 
which most of the industry's 
sectional groups are affiliated.” 

Also recorded is the welcome 
given by the Advertising Associa- 
tion to the Merchandise Marks 
Act on behalf of all who had the 
ideals of “truth in advertising” 
at heart. 

The Guinness poster of the 
keeper holding a bench full of 
his menagerie above the heads of 


@ Continued on page 7/9 


rea for 
FASHION 
FIGURE 
ILLUSTRATION 
RETOUCHING 
LETTERING 
SCRAPER 

STILL LIFE 
PHOTOGRAPHY 


the COMPLETE Studio Service 
at 118 PARK ST, W.1 


Telephone : 
MAYFAIR 4316 
a 5530 


~ 


Put your artwork in 
SAFE HANDS.. 


We are artists at our job and 
our job is to satisfy you. 
Phone or write for representative :— 


FORUM ART SERVICE L1D 


144 SOUTHAMPTON ROW, London WCI 
Telephone: TERminus 2201-2202 


VERY RARE 
' photographic’ 
RETOUCHING 
a ‘natural’ retouching 
essential to good advertising 
Phene: CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 


It would be difficult to 
find a more meticulous, 
and reliable 
Studio Service than that 


intelligent 


offered by the artists and 


representatives of 


Berkeley 
Artists 


Studio Division of the 
David Preston Design Group Led. 


5 Stratford Place, W.1. Hyde Park 9961 


FRANK WINTERBORNE 
STUDIO 
Artists and Designers 
87 REGENT STREET, W.1 
Telephone: REGENT 1096 


TWDOR AAT AGENCY LID 


representing 
FREE LANCE ARTISTS 


1 PURNIVAL STREET, LONDON, £.C.4 
WGlLborn 6841 Chancery 3508 


C Gut-out Letters — 


display 
lettering 


Cu relief r gummed, 
13 distinguished faces. ‘Wangs of sizes 
3/16 to 12 inches. 
LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.!! 
Tel. PARK 943! 


ESTABLISHED 1842 
LETTERPRESS 


A | a 
Fhe Aushaging Speciatitte 


JOHNS, SON & WATTS LTD. 


9-4 EPWORTH ST.,LONDOR, E-C.2 


es 
mONerch yas (chree tine 


DESPATCHING 
SHOW CARDS? 


We pack and cespatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


&. CHRISTIAN & CO. LTD. 
63 St. Paul's Read, N.1 
CAN 2461 


— 
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her child, 
your 

sales-booster ? 


Could be. “Gartex” Advertising 
Balloons float in the best buying 
circles... informing ...reminding 

-selling, all their long, long life. 
“Gartex” are printed to sell 
your oon For —y~ write: 


* eaten swt. us. Harry 


Advtg. Pencils 
and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PRODUCTS LTO 


Teleph ne: MAI 0867 (3 lines) 


FOR 
PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
41 BRECKNOCK ROAD, N.7 
PHONE: GUL. 4877-2848 


GOLD E BLOCKING 


pF oun. —_ 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, $.£.3 
3088 


* tone. er" awards and 


Py Fy tins 
The minimum quantity yo 3 will = eit 
ONE ee is no 


ieeatio Gud Gites iano on cagumn 


Fheneo [Poven 


nat SON UMITEO 


oe GARDEN, LONDON, E.C./ 
Tel.: HOL 0139 
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THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable Printing & Publishing 
@ DOUGHTY 5ST., w.c.|. HOLT 


> 


As we have said before quality and ser- 
vice in combination with low cost are 
gaining recognition. 

This is why more and more Advertising 
Agents, Publishers and Publicity 
People are turning to 


THE 
PORTSDOWN 
PRESS LTD. 


with their Print enquiries, especially 
now that we have installed our own 
Cameras Plate making and Colour 
Retouching Department 


The sorvice is exceptional— 
GER 6601-2 
WILL FIND US 


@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41 BRECKNOCK ROAD, N.7, 
PHONE GUL. 4877-2848 


Sereen Material 


SILK and 
SCREEN 

| PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 


TM Wellington Road, South, 
Stockport. Tel. STO 3375 


Olley & Rowley 
Limited 


The N 
ah ay = er 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 


Sereen Process Print! wp 
Achievement The {S.P. & DP. 
Award 1952-1953. lst Award. 


Norwood 
Road, 


Buildings, Hatherley 
Walthamstow, £E.17 
Telephone LARkswoed 3701 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 


SMOWCAROS POSTERS 
WINDOW BILLS + CUT-OUTS ex 


R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION | ! 
In order to cope more efficiently 
with the ever-increasing 
upon our services for. . 


POINT-of-SALE 
PAINT TRANSFERS! 


we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and stafied and as an 
addition to our presen! commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 
in the past. 


R. FOSTER & CO. 
(Screenprint) Ltd. 
EALing 


2924 EAling 2620 


LICENSED DAY~-CLO PRinTERS 


SHOWCARDS : POSTERS 
_ CUT-OUTS - DISPLAYS 


"SILK 
SCREEN PRINTING 


Lorge or smal! quantities 
_ on any meteria! ath 


ARCHWAY? 


Silk Screen 
Printers 


Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display 
Units 


Frost & Ward 


17 Chiltern Street, London, W.| 
Telephone: WEL. 3563 


“GUPAS/GNG 


- 


42. WOXTON $@., LONDON, NJ. 
CE. 2354 


ano _ 
“S SCREEN PRINTING [— 


il -_— 


~~. oe oe 


= 3-STAR SERVICE = 
— QUALITY- SPEED-towCosT = 


149. WARDOUR STREET. LONDON. Wi 


© Continued on page 720 
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© AD MAN’S 
BOOKSHELF -—cona 


a cheering crowd is reproduced 
as an example of advertising 
during the coronation period, The 
honour of such a reproduction 
has also been given to the Moss 
Bros.’ poster showing an impec- 
cably dressed group on a balcony 


gazing down with pride at the 
passing pageant, and also to the 
| Aga company’s advertisement 


showing tiara-ed ladies drinking 
tea with one declaring “You 
know, dear, I think my Aga has 
been alight ever since the last 
coronation.” 


Trafalgar Square signs 

| The advent of 3-D film adver- 
| tising, the introduction of 3-D 
advertisements by Picture Post, 
and the unsuccessful attempt by 
Westminster City Council to 
abolish advertisement signs from 
the south side of Trafalgar 
Square are among the other 
developments noted in this sum- 
mary of 1953 advertising in 
Britain, 


Basic facts about 


aviation to-day 


Handbook, i : 
tichef’ ty liiffe & aA s ous’ 
fhe handbook has been pub- 

lished to meet the needs of 
aviation enthusiasts who require 
basic information on the subject 
of aircraft, engines, and the 
theory of flight. 

No special technical knowledge 
or training on the part of the 
reader is assumed, but all the 
main essentials of each subject are 
given in a form readily under- 
standable by the intelligent lay- 
man. For those professionally 
engaged in aviation in any of its 
many branches, this book (it is 
in fact the fifth edition) has been 
revised almost up to the date of 
publication, and will prove a 
permanent work of reference. 


All about forming 
@ company 


How To Form A Private Company, 
by Stanley Borrie, published by Seeden 


& Sons, 3s. 6d. 
ly little book gives an out- 
line of the procedures neces- 
sary for the incorporation of a 
rete company. This is the 
4th edition and includes an 
appendix dealing with unconven- 
tional company registrations. 
Companies, it is pointed out, 
are sometimes incorporated with 
Strange titles to suggest humor- 
ously the business which the 
company intends to carry on. 
Some examples are given, includ- 
ing: Itsworth Manufacturing Co., 
Ltd. (formed to adopt an agree- 
ment with Yewsful Ltd.); Strip- 
and-at-it Colliery Ltd.; Step 
Upstairs and Save £1 Tailors 
Lid.; and U. & I. Ltd. 
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We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


PAP PABGOL 
LAT YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


Photographic 


_ Photographers — 


LONDON ART SERVICE 


FH OTOCRAPHIC LTO 


of Cann Re on 


COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


Prone 40 r 


ANY 


Prints| 33 


Write or Phone | QUANTITY 


Lotowa:sk. 


€ LILYWHITE LTD. 
Brigheuse ‘forkenre, Pro.e 1240 
73 BAKER STREET, LONDON, W.! 
Prone 4 


WEi beck 0°78 


206 Church Rd. Willesden # 


ACK WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Act paecs) LTD. 
28a Basinghall St..London, £.C.2 


COLORGRAPH 


STUDIOS (LONDON) LTD. 
ee, 
togra to 
Advertising, Point of Sale. 
Showcards, Calendars, etc. 
* 

COLOR LIBRARY 
Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suit ‘or addi- 


tional Art work or Layouts. 


8 BREAMS BUILDINGS 
£.C.4 


CHAncery 3416 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OVGRIEN HOUSE Wf CLYDE ST GLAScOW 


DISPLAD LTD. 
MANCHESTER 15 


COOK’S 
DISPLAY 


PRODUCTIONS 


LIMITED 
Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Outdoor Publicity 
Contractors 
Designers 
Giant Photo Reproductions 
in Colour or Black and 
White 
(24 LADBROKE GROVE, W.10 
Telephone: PARA 6052-3-4 

and at: 17 Rue J 
Maistre, Paris, 18e 


U.K. DISPLAY SERVICE 


Crepe Paper Window 
Contractors. 
93 OLD SOUTH LAMBETH ROAD, 3.0.8. 


BERTA STUDIOS LID. 
27 Heddon Street, W.1. MAY 3449 


LONDON’S PREMIER 
WEST END 
DISPLAY COMPANY 


2§@- 
3-D DISPLAY TREATMENT 
A SPECIALITY 


J WATSON (\or00" C75 
DISPLAY \ bassemmonax no. 


Replicards Ltd. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


wosss & AYCKSOURN 
14 CLERKENWELL GREER ECT 


Gs 64re i ow 0 ee 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


| eruer ROAD. HAMPSTEAD. W.W.3. GUL 3318 


8. MOORE & CO. 
SIGN WRITERS 
Specialiets in typeface lettering Wood 
letiers cut to designers’ requirements. 
35, Goodge Street, London, W.1 
Tel: LAN 4034 
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IFE in advertising for Alan 
Gilham started at R. S. 
Caplin, where, on asking for a 
job, he was requested to produce 
some specimens. All friends and 
relations were then robbed of 
paintings and drawings which had 
been given to them. Gilham got 
the job. His first assignment was 
a very long and unimpressive 
notice to be lettered. He nearly 
left the same day, but is now very 
glad that he did not. : 
When Archie Wise started his 
own studio, Gilham moved to 
join him. Later, he was one of 
the first with Creative Advertising. 


Experience in layout 


The RAF called at this time, 
and he signed up as a pilot, but 
before aircrew training could get 
under way the war was over. He 
then spent a whole year with the 
RAF at Gloucester, painting 
officers’ portraits and ablutions 
signs, etc. A notice on orders 
requested that anyone with design 
experience should apply to the 
adjutant. Gilham applied, and 
later found himself in the exhibi- 
tion design section at the Air 
Ministry. From there he gradu- 
ated to the position of layout 
artist in the Information Division, 
and a happy two years was passed 
designing recruiting posters, leaf- 
lets and cinema slides. 


Not long after leaving the 
RAF he began to free-lance. 
and founded his own studio 


CROOKES — 


HALIBUT OIL 


FEE CODERS (A808 KTORIEY LANITEO rae fore KONDO 8 ew 


Gilham has recently done much work on showcards and booklets 
Left: His design for a Crookes Halibut oil advertisement. 
Cover for a folder to promote Glacier Metal bearings. 
he believes, is the keynote in modern advertising art. 


Portfolio 


THE NORTHERN WHIG 


AND BELFAST POST 


Bates and Details fly 


T STREET | it 
BR ’ 
| PHONE: BELFA 


thy 
We come to 
Fleet Street 


The City Office of the 
M & H Group 
of newspapers is now at 


| 69 Fleet Street, 


| LONDON, E.C.4. Telephone: CEN 2811 
| where Mr. A. E. TONCE is at your service 


A much looked at poster by 
Gilham which is now appearing 
on the London Underground. 


143 FLE 


LON 
PHONE: C 
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with Ronnie Bird “In a tiny 
ground-level garret, back of a 
court yard in Soho.” 

First commissions included 
30 portraits of RAF VCs to 
hang in the Hall of Fame at 
Cranwell. 

One of the toughest earlier 
commissions was a set of three 
large oil paintings of the History 
of Ceramics for Benjamin Light- 
ing, which were finished, after 
considerable British Museum re- 
search the day before they were 
due to be exhibited in Harrogate. 
They had, in fact, to be driven 
north at top speed in a Morris 
eight while still wet. The whole 
journey had to be completed, 
there and back the same day 


* THE KENTISH MERCURY 
Merritt & Hatcher THE WEST KENT MERCURY 
Ltd SOUTH LONDON ADVERTISER 


CRYSTAL PALACE AND 
LONDON, S.E.10 NORWOOD ADVERTISER 


THE BUCKS FREE PRESS 
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Dicky Leeman has had just about all the experience 
it is possible to pack into twenty-five years of enter- 
taining the public. Starting as actor and stage 
director in provincial rep., he moved, in 1930, to films, 
where he worked with such Directors as Michael 
Powell and Anthony Havelock-Allan. He was with 
an R.A.F, Film Unit during the war, returning to 
films in 1945 and working for J. Arthur Rank, Walter 
Forde and Cavalcanti. In 1951 he joined the B.B.C. 
as a T.V Studio Manager. He graduated rapidly, via 
the Terry Thomas show, to his own productions, 
and soon became well known to the public through 
the children’s variety programmes. The phenomenal 
success of such productions as “ What's my line,” 
“ Down you go’’ and “ Guess my story"’ established 
him as the foremost T.V producer in this country. 
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T.V's Top Producer 


Dicky Jeeman 


joins Lytles 


leeteeestiemses:) Leena 


Producer of “What's my line” “Guess my story” 


“Down you go” I.V’s biggest audience shows, 


C. J. Lytle’s have pleasure in announcing that 
Mr. Dicky Leeman has accepted their invitation to 
take charge of the recently formed T.V Division. 
The C. J. Lytle policy has always been to provide 
clients with expert guidance in every phase of 
advertising from within the Agency. Television is no 
exception to this rule. Lytle’s believe that, for T.V 
Commercials to have real selling impact, they must 


Cc. d. 


to head A gency’s T.V Division 


LYTLE (ADVERTISING) LTD., 2-4 DEAN STREET, 


be controlled by the Agency all the way from pro- 
gramme idea to production floor. In this way only 
can all the resources of the new medium be directed 
towards one end — selling the goods. 

Lytle’s are confident that, in Dicky Leeman, they 
have found the very best man for this job. Under his 
expert guidance they will be able to offer their clients 
a television service unrivalled in the United Kingdom. 


LONDON, W.1. GERrard 8646 
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FOUR VOLUMES 
OF ADVERTISING 
HISTORY 


HE History of the Publicity 
Club of London, “ launched " with 
appropriate ceremony at the Ald- 
wych Club on Monday evening, is 
a valuable four-volume document 
specially typed in Bodoni on a pure 
rag paper and finely bound in 
padded dark-green morocco \eather 
with gold titling and edging and 
shot-silk “end papers.” Horace 
Martin, paper consultant to Spicer's, 
advised on paper and binding. 

A foreword by Edward Preston 
recalls that after the death of Roy 
Hardy, who recorded the history 
from 1913 to 1923, the work was 
taken over by Erie Little, who 
covered the period 1924 to 1948 
When Mr. Little himself died in 
1952 Mr. Preston took over, record- 
ing the 1949.1953 period. Members 
have helped to recall events for 
which no record existed. Although 
the records are assembled in the 
nature of minutes of meetings and 
have not been combined into a 
* literary "' work, they contain much 
fascinating material, whether for 
browsing through or purposeful 
consultation. I wonder whether the 
people who gathered together in 
Marcus Heber Smith's Norfolk 
Studio in February 1913 had any 
idea that they were starting what 
was to develop into the world’s big- 
gest advertising club. Everybody 
who had a hand in the compilation 
and production of the history is to 
be congratulated. Incidentally, it 
covers the same period as Apver- 
nee Weex.y, also founded in 
913. 


Placing the 
over-.45’s 


Members of our profession who 
are over 45 will be interested to 
hear that Stanley Woodward has 
been appointed honorary publicity 
consultant to the Over 45's Asso- 
ciation, who have just moved into 
larger premises. He assures me that 
they are doing a wonderful job in 
placing good types of men in 
employment. They have available 
accountants, clerks, typists, and in 
fact all sorts of ex-executives and 
administrative people. Those em- 
ployers—and I'm glad to say their 
number is increasing—who realise 
that a man is not necessarily unfit 
for new employment once he is in 
his forties, should remember the 
Over 45's Association. 


* * . 


BRECENTLY | referred to the 
habit of P. G. E. Warburton (presi- 
dent, Incorporated Society of 
British Advertisers) of being to his 
desk at Richard Hudnut's at 8.30 
a.m. or earlier. Apparently he is 
not the only man with this peculiar 
desire to get to work before the 
streets are properly aired! Another 
is P. M. Eastwood. He tells me that 
he acquired this habit when a space 
buyer at Pictorial Publicity, and has 
not been able to break himself of it 
now that he is at Samson Clark's. 
It is surprising, he says, how much 


7 ADVERTISING MANAGER’S CORNER ‘ 


top from the start. 


GOooD sHow! 


Looking at the glossy exhibits at the Motor Show 
is apt to make you discontented with Old Faithful, 
although it’s surprising what you can do with a 
lick of paint and a spot of polish to tide things 
over for another year. 
giving a new lease of life to display material that 
has been running too long. So it’s time you had 
a showdown with your show cards and turned 
them in for something more up to date. Get 
Harris to fix you up with a nice, colourful, hard- 
pulling 1954 model and put your sales drive into 


But there’s no way of 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGenc, 3295/6/7 


work one can get done between 8.30 
and 9.30 a.m. What is less surpris- 
ing is that his offer to space reps. to 
come and see him at that ungodly 
hour has met with no takers. 

“Many offices on the Continent 
are open even before 8.30 a.m.,” he 
tclis me—which seems to me the 
strongest possible argument for 
working in Britain! 


Sutherland study 


AFTER collecting Graham Suther- 
land’s works for nearly 20. years, 
H. P. Juda was given his own por- 
trait painted by Sutherland for his 
50th birthday last Saturday. The 
directors and staff of The Ambassa- 
dor, the export magazine devoted 
to British textiles and fashions, of 
which Mr. Juda is proprietor, editor 
and publisher, made the presenta- 
tion. But the picture is not yet 
completed. It was commissioned 
six months ago, but when the 
Churchill birthday portrait commis- 
sion came along Mr. Juda naturally 
stood aside. 

In 1950 he published a compre- 
hensive volume with magnificent 
full colour plates of Sutherland's 
work. The British and American 
editions are sold out, but a new and 
bigger edition including reproduc- 
tions of the artist's later pictures 
is to be published shortly. Mr. 
Juda frequently commissions for 
The Ambassador works by such 
artists as Sutherland, Henry Moore, 
John Piper, Osbert Lancaster, Hugh 
Casson, Misha Black and Eric 
Linklater. He has recently been 
invited to join the Council of the 
Royal College of Art. 


Long may she rein 


Ir was a most pleasant change to 
arrive at a cocktail party and be 
received by a hostess on all fours. 
And at 34, Rosina Copper is still 
more than easy to look at. I know 
a little about such things and I have 
no hesitation in saying that her 
flanks struck me as among the most 
finely moulded I have seen this 
season. 

Although she is still in the prime 
of life, her life-story has been attrac- 
tively written by Kitty Barne, and 
it was the publishers, Evans 
Brothers Lid., who arranged for me 
and many others to see Rosina. 
When the organisers removed her 
clothing we were all able to see 
what a first-class animal 34-year-old 
Rosina is. And she had come by 
road all the way from Dorset in 
order that the splendour of her 
curves should be thus revealed to 
us. A former polo-pony who has 
won over 100 show awards, Rosina 
was a lovely sight indeed. And 
none could say her neigh. 


* * * 


Tue short thriller “Valid for 
Single Journey Only,” to be tele- 
vised next Monday, is written by 
Brian Clemens, who works in the 
outdoor publicity department of the 
J. Walter Thompson Co. This is 
Mr. Clemens'’s first play: he is 23. 
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Mrs. Richard Lonsdale-Hands—by 
her husband. 


'Mood expression' 
by painting 


AS relaxation from work that 
ranges from the styling of the 
Brabazon airliner to designing sauce 
bottle labels, Richard Lonsdale- 
Hands, 40-year-old industrial de- 
signer, paints pictures. He has lent 
eight of them to the La Rue Club, 
Queen Street, Mayfair, for which his 
associates have been responsible for 
redecorating»the new cocktail bar. 
The pictures, which hang in the 
bar and on the staircase leading to 
the restaurant, are not for sale. Mr. 
Lonsdale-Hands says that he paints 
to express the mood of the moment, 
and therefore doesn't expect every- 
body to like his pictures. They 
include portraits of his wife and his 
daughter, of Roman ruins outside 
London, and an allegorical picture 
of a door hanging from its hinges. 


Strand promotion 


PROMOTING the business wel- 
fare of the Strand is the serious 
purpose of the Strand Association, 
whose chairman this year is Stewart 

governing director of the 
advertising agency in the Strand 
that bears his name. But, by way 
of relaxation, about once a quarter 
the members assemble at luncheon. 
I had the good fortune to attend 
one at Simpson's the other day 
when Gilbert Harding gave a very 
good serio-comic talk about almost 
everything except advertising, and | 
hope I shall be asked to the next 
one when, | understand, Sir Beverley 
Baxter is to be the speaker. 
To-morrow (Friday) evening, the 
Association holds its annual dinner- 
dance at the Charing Cross Hotel. 


CONTACT 


WEEK'S WISECRACK 


~ 


“I hear they’ve dug up an 
expenses tablet for Mithras’ 
PR man” 
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DAVID ALLEN 
COUNTRY 


means maximum readership 
for your posters. 

David Allen Poster Sites carry 
your message throughout 
Scotland, North East and 
North West England, 

North Wales, Northern 

Ireland and Eire. 


H# DUBLIN 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Giasgow, Edinburgh, Newcastle upon Tyne. Liverpool, Belfast, Dublin. 


DAVID ALLENS 
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Publications News and Notes 


726 


Furniture ad tie-up in colour in 
biggest issue of ‘House & Garden’ 


With 994 advertisement pages, 37 | 


in full colour, the 156-page October 
number of House & Garden is the 
biggest issue yet. A new develop 
ment is a special feature of seven 
advertisement pages forming a com 
plete section in full colour tying up 
with an exhibition of furniture and 
furnishing staged by House & 
Garden in collaboration with 
Kendal Milne, of Manchester. 


* * * 


The Overseas and European edi- 
tions of mw ey | Lioyd and Elee- 
trical Industries Export, the three 
export journals published by Conti- 
nental & Overseas Organisation 
Lid., are being inctea in page 
size to provide a type areca of 10 in. 
by 7 in. from the first issues of 1955. 
The new basic page advertisement 
rate will be £45 (old rate £39) for 
the Machinery Lloyd journals and 
£37 (old rate £32) for Electrical 
Industries Export. 

” * ” 

A 28-page free booklet, Here's 
How to Home Decorate by BBC 
expert, W. P. Matthews, is included 
in the October issue of Wife and 
Home. 

+ oa 

A 16page booklet giving the 
interpretations of hundreds of 
dreams is included in this week's 
issue of Woman's Weekly. 


October 6 issue of Mlustrated will 
include an eight-page detachable 
supplement on a guide to better 
viewing by was ickles. 

ca 


Last week's special conference 
number of Taxation was the biggest 
yet published. 

* * . 


The Bloodstock Supplement pub- 
lished with last week's Horse and 
Hounds carried 14 pages of advertis- 
ing. This issue, which runs to 48 
pages, is a post-war record. 

+ ” * 

With 99 pages of advertisements, 
the special October number of 
The Practitioner is a record. 

* - o 

Lurgan Mail Press have taken 
over the management of the Porta- 
down Times. Advertisement rates 
have been revised to 5s. one inser- 
tion; 4s. 13 insertions and over. 

* a * 

The Investors’ Chronicle are cir- 

culating a re-designed rate card. 
* * ” 


Lewis's Ltd., of Argyle Street, 
Glasgow, co-operated with the Glas- 
gow Evening Times to show an 
“Evening Times goes to press” 
exhibition. Included in the show 
was transmission of pictures by 
wire from European capitals. 


To be published on Oct. Iith 


THERE IS A TIDE 


The life and work of 
Sir William Crawford, K.B.E., 


embodying an 


historical study of 


modern British advertising 


by 


G. H. SAXON MILLS 


Here is a book of immediate interest 
to every Adv ertising man and woman. 
It is lively, informative and full of 


illuminating detail 


anecdote, 


and fascinating 


ILLUSTRATED 16s. 


HEINEMANN 


The front cover of the special 


autumn planting number of 
Amateur Gardening is in full colour. 
* * ” 

This autumn sees the 30th anni- 
versary of the Good Housekeeping 
Institute, and to mark the occasion 
Good Housekeeping has published 
a special supplement in its October 
issue describing some of the work 
of the Institute. 

* * + 

The October 28 issue of Nursery 
World will contain a 24-page Christ- 
mas gift supplement. It will be 
printed in colour for the first time. 

* * * 

October issue of Vogue will 
feature a separate What to Wear 
with What booklet. 

* + ” 

The 1955 Anglers’ Annual will be 
published on October 27 by The 
Heathcock Press Ltd. 

* * . 

The first issue of The Pet Trader, 
national organ of British cage-bird, 
dog, pet and aquatic dealers, will 
be published to-morrow (Friday). 
There is a guaranteed printing of 
8,000. Format is demy 8to. The 
full-page rate is £12. Two colours 
are available on the covers. 

+ ” + 

The 200-page October issue of 
Harper's Bazaar will be the largest 
yet. One hundred and seventy-nine 
advertisers have booked space. 

+ + a 

The current British Vogue Export 
Book includes an illustrated 14-page 
feature on the Scottish Industries 
Exhibition and Scotland in general. 

+ * * 


Ice Hockey World will recom- 
mence weekly publication this week. 


Motor Show issues 


Last week's Commercial Motor— 
the show report number—weighs 
1 Ib. 12 oz. Advertising occupies 
232 pages, of which 60 are in colour. 

* ° * 

On Wednesday, October 20, 
The Times Survey of the British 
Motor Car Industry will again be 
published on the occasion of the 
opening of the London Motor Show 
at Earls Court. It will consist of 
64 pages, many of them in four 
colours, and will be sold at 2s. 6d. 

* + * 

Special numbers of the Autocar 
will be published for the Motor 
Show on October 15, October 22 
and October 29. 

* * * 

Three special numbers of The 
Motor (Temple Press) published to 
mark the Motor Show, will be issued 
on October 13, 20 and 27. 
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We Hear 


S. C. Peacock Ltd. have started 
producing films for television on 
behalf of certain of their clients. 

- * * 

Nursing Mirror's 3%h Profes- 
sional Nurses and Midwives Con- 
ference and London Nursing Exhibi- 
tion will be held at Seymour Hall, 
W.1, from October 11-15. It will 
be opened by Lady Churchill. 

* * * 

To assess the results of this year’s 
Carpet Fortnight (October 2-16) 
retailers will be sent a questionnaire 
to compare the effects with last 
year’s campaign. 

* * * 

The Daily Telegraph held the first 
of their autumn Food and Cookery 
Brains Trusts at Bournemouth Town 
Hall on Wednesday of last week. 
The chairman was, as usual, R. L. 
Goodliffe, publicity manager of the 
Daily Telegraph. 


Clean shaver 


To stimulate interest in dr 
shaving in general and “‘Philishave” 
in parucular, Philips Electrical Ltd. 
have issued a new 12-page booklet 
a hy “The Cleanest Story Ever 

old. 


a 7 * 

The stand of The Engineers’ 
Digest at the Fourth European 
Machine Tool Exhibition recently 
held in. Milan was visited by E. J. 
Joint, HM Minister (Commercial), 
and J. S. Rooke, First Secretar 
(Commercial) at the Britis 
Embassy, Rome. 

* a * 

Underground posters designed by 
Hetreau are now appearing to adver- 
tise the French Textiles Exhibition, 
to be held at Hutchinson House, 
Stratford Place, W.1, from Octo- 
ber 9 to 24. 

. * * 

A. Ronald Everett has been 
the London agent for the 

. G. Murray Publishing Co. Pty. 
Ltd. 

* * 

A new catalogue of films, film 
strips and lantern slides available in 
the British Transport Commission's 
film library has just been issued. 


‘Old Ben’ date 


This year’s “Old Ben” Sunday 
concert will take place at the 
London Coliseum on October 24. 

* * * 

A third Printers’ Charity Ball, in 
aid of the Extension Fund of the 
Lloyd Memorial (Caxton) Seaside 
Home at Deal, is to be held at the 
Seymour Hall, London, W.1, on 
Friday, November 5. 

7 * 


“The oldest advertising association 
in Europe.” Trondhjems Salgs-og 
Reklameforening, will celebrate its 
40th anniversary on November 25. 

* . 

A. Press Lid. have been appointed 
representatives in this country for 
Folket i Bill, the Swedish weekly 
magazine. As from next week it is 
being printed photogravure and the 
number of pages increased from 40 
to 64. 

* * 7 

A nation-wide Government pub- 

licity campaign for smoke abatement 


is being urged by Municipal 
Engineering. 
* * 


The Census of Production, 1951, 
report, dealing with the ink indus- 
try, was published by HM ny 
Office on September 28, price 1s. 
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Do you want 
to be in the 


BELGIAN 


market ? 


of course yes, but... 


W. admit there are many problems 
facing the advertiser of consumer goods 
in this responsive and competitive market. 

In media selection, for example, very 
few newspapers and magazines publish 
audited figures; still fewer give any 
indications of distribution. 

Then again there is the acute problem 
of dual language. 

The need for fullest information, and 
for economic advertising coverage in 
two languages is well understood by the 
Libelle Group of publications. 


A campaign in itself. 


Our two weekly periodicals : “Libelle’’ 
and “Les Bonnes Nouvelles’’ are both 


Full information from E. Cooper, 25 Burlington Street, 
W.I. (Mayfair 1044) or write to Advertising Director, 
36 Rue Van Schoonbeke, Antwerp, Belgium. 


# The Flemish and French lan- 
guages are in fact so closely 
intermingled it is impossible to 
map the areas accurately. The 
above is only an approximation. 


published in Frenchand Flemish.**Libelle”’ 
is broadly an ABC class paper ; “Les 
Bonnes Nouvelles’’ a BCD class paper. 

Used separately or in combination 
these two periodicals offer unrivalled co- 
verage amongst Belgian women throughout 
the country. 


Nothing succeeds like success 


Our circulations grow steadily; so does 
the advertising we carry. We are however 
more interested in the success of our 
advertisers than in their number. We 
gladly offer the frankest advice on whet- 
her or not our periodicals offer the 
most profitable investment for your pro- 
duct. 
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Current Advertising 
Helena Rubinstein launch toilet 
preparations for men 


Helena Rubinstein are entering 
the men’s toilet preparations 
market with a range of products 
called Prince Gourielli. It in- 
cludes after-shave lotion, talcum 
powder, tonic hair groom, shav- 
ing cream bowl, Eau de Cologne, 
and tonic hair shampoo. 

Several of the items are packed in 
imitation cocktail shaker flasks and 
are being supplied to retailers with 
a ~ epmed display stand and display 
card, 


mew! of fy peremeanent 13 ¥ 
used in the Black & Decker “Do It 
Yourself’ campaign. Bloxham to handie 


‘Do It Yourself’ drive } entire Nivea range 


Black & Decker Lid. are launchin As from January 1, Clifford 
their first major “Do It Yourself Bloxham & Partners Lid. will be 
campaign next week featuring responsible for the entire range 
their portable electric tools. of products of T. J. Smith & 

Large spaces will be taken in Nephew Ltd. and Herts Pharma- 
national daily, Sunday and pro- ceuticals Ltd. The new appoint- 
vincial newspapers, Radio Times, ment will cover all Nivea pre- 
Ilustrated, John Bull, and model parations, Lasso industrial tapes 
engincering and home handicrafts and the range of pharmaceutical 
journals, products made by Herts Pharma- 

Radio Luxembourg will also be used ceuticals Ltd. Bloxham have 
and a two-minute colour film will been handling the advertising for 
be shown in cinemas. Elastoplast and Lilia, also pro- 

Stereos are being made available duced by the Group, for some 
for local press advertising b years. 
dealers. Smee’s Advertising Lid. 


are the agents. 


Wheve 
gone? 


To buya 
Jone Wha While 


IMPROVED RHYMING 
DICTIONARY 


For new ideas, corny verses, or jingles for 
commercial T.V., buy a copy of this 
comprehensive rhyming dictionary—the first 

for more than fifty years. 115,000 terms. 

Just published, price 15s. from any bookseller or 


THAMES & HUDSON 
244 High Holborn, London, W.C.1. 


Full pages are being taken in the 
trade press by Grant Advertising 
Ltd., advertising agents for Helena 
Rubinstein. Consumer advertising 
will commence shortly before 
Christmas, using Esquire, Punch, 
Tatler and selected women's maga- 
zines. 


Hernioplast account 


Geo. J. Smith and Co., Ltd., have 
been appointed agents for Hernio- 
plast, manufactured by Hernioplast 
de la Rue Ltd. and not Thermo- 
Plastic (De La Rue Ltd.) as 
announced last week. 


ai, = 


tt 
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Saward Baker & Co., Ltd. are 
site testing this mew poster for the 
Butter Information Council. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


PRINCE GOURIELLI, new toilet 
preparations for men marketed by 
Helena Rubinstein, for Grant 
Advertising Ltd. Campaign, using 
Esquire, Punch, Tatler, women's 
magazines and trade press. 

NIVEA preparations, LASSO indus- 
trial tapes, and pharmaceutical 
products made HERTS 


y 
PHARMACEUTICALS LTD. for 
Clifford Bloxham & Partners, 
Lid., from January 1. 

HANDY SAUCE and EPICURE 


a to Service Advertising 

Co., Ltd. 

SUMMER COUNTY, new Van den 
Berghs margarine, for F. C. 
Pritchard, Wood & Partners Ltd. 
Using large spaces national daily 
and Sunday newspapers, provin- 
cials, women's and general in- 
terest magazines and trade press. 

REDHILL TILE CO., selling orga- 
nisation for Redland roofing tiles, 
for Stuart Advertising Ltd. 

CORFIELD SIGG LTD., makers of 
Crown Merton and other ranges 
of domestic and heavy-duty alu- 
minium holloware, public rela- 
tions account for Clark Matthew 
Ltd. (Nelson Advertising Service 
Ltd. continue to handle advertis- 


ing). 
UNBRAKO SOCKET SCREW 
CO., LTD., for Nicholls Dorrity 
Advertising Ltd., from January 1.. 
HERNIOPLAST, made by Hernio- 
last de la Rue Ltd., for Geo. J. 
mith & Co., Lid. 


Campaigns 


HOLLY DRIED FRUITS, using 
ll-in. triples in national news- 
papers, and posters for Christmas 
campaign (Lintas Ltd.). 

GALE’S LEMON CURD, using 
full page in Daily Mirror, halt- 
page aily Express, and other 
arge spaces im national dailies 
and trade press (the J. Walter 
Thompson Co., Ltd.). 

RUBEROID and PLUVEX roof.- 
ings, using national newspapers 
and trade press for autumn cam- 
paign (Samson Clark & Co., Ltd.). 

DELAVELLE BLUE ORCHID 
perfumes, using national and pro- 
vincial newspapers and women’s 
magazines and trade press for 
Christmas campaign (Napper, 
Stinton, Woolley Ltd.). 


MEATENDRA, using _half-pages 
and 11-in. triples London evening 
newspapers and quarter-pages in 
women’s magazines (Willings 
Press Service Ltd.). 

BOURNE AND HOLLINGS. 
WORTH, using London evening 
newspapers and selected maga- 
zines (Cecil D. Notley Advertising 


Ltd.). 

BLACK & DECKER portable elec- 
tric tools, using national daily, 
Sunday and provincial news- 
papers, magazines and model eng)- 
neering and home handicrafts 
journals (Smee’s Advertising Ltd.). 

SKETCHLEY DYEWORKS LTD., 
dry cleaners and dyers, using pro- 
vincial newspapers covering some 
300 branches (G. Street & Co., 


Ltd.). 

COURTAULDS TESTED 
QUALITY MARK for knitted 
fabrics and garments, using 
national press and women's maga- 
ress (Stuart Advertising Agency 

td.). 

COMMER CARS LTD. using 
national newspapers and maga- 
zines, trade and technical press, to 
introduce a new diese] engine for 
their forward control trucks (Basil 
Butler Ltd.). 

ROOTES GROUP, using large 
spaces national newspapers and 
magazines, provincial press, speci- 
alised papers and posters (Basil 
Butler Ltd. and Erwin Wasey & 
Co., Ltd.). 

BOURJOIS, using women’s maga- 
zines for Christmas campaign 
(Foote, Cone & Belding Ltd.). 

AUSTIN, using national press (S. H. 
Benson Ltd.). 

FORD, using national press for 
commercial vehicles (Rumble, 
Crowther & Nicholson Ltd.). 

JOHN WEST sardines, using large 
spaces in national dailies and 
me press (Charles W. Hobson 

td.). 

COUNTESS hair-conditioning 
cream, using every provincial 
newspaper with circulation over 
100,000, Daily Sketch and trade 
press to announce new small-size 
pack (Young & Rubicam Ltd.). 

JUNIOR STUDY TUTORIAL 
COURSES, using classifieds in 
local daily and weekly newspapers 
(Forbes Robertson (Advertising) 
Ltd.). 

REX margarine, using half-pa in 
Bristol newspapers (Colman, 
Prentis & Varley Lid.). 
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YOUNG NEWSPAPERMEN’S ASSOCIATION CONFERENCE (¢( ontinued from page 664) 


730 
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‘Depth of impact by local press is not 


papers, Mr. Hallas mentioned: 
certified circulation; a reader- 
ship survey; details of where 


the papers were sold, and how 
many in each district; reading 
habits, which must very largely 
be known to the editorial) staff ; 
habits or conditions peculiar to 
the district; and readers’ replies 
properl analysed and sum- 
marise 

In reply to a questioner who 


of co-operation between the ad- 
vertising manager and the sales 
manager. 

W. G. Ridd, deputy director 
and labour adviser, Newspaper 
Society, whose subject was man- 
power and wages, said that 
unless the industry was to be dis- 
complained that advertisers fre- rupted frequently and for long 
quently failed to “ marry " their periods to the detriment of all 
advertising with their marketing concerned, there must be some 
and distribution arrangements, willingness to accept some form 
he said that this might stem of final arbitration or, which 
either from a complete lack of would be much preferable, a re- 
understanding of advertising - vival of the spirit, strong on 
the manufacturer, or from a lac both sides of the industry, which 


Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE;— 


L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 
' TELEPHONE, HOLBORN 6900 — 


- Better than ever—the 


AEROGRAPH 
5A! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail them enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aeroyraph advantages. Write for 
details to the address below (Dept. 5 AB). 


AEROGRAPH 


AIR BRUSHES 
THE INSTRUMENTS FOR FINER EFFECTS 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Tel: SY Denham 6060 (8 lines) 
City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.1, 


TAS 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-54 except chat it is equipped 
with a large colour cup. 


—— ‘ 


easily assessed ’ 


led to the formation and the 
fruitful early life of the Joint 
Industrial Council. He believed 
that there were sufficient men of 
statesmanlike quality and proved 
ability on both sides of the 
industry who, if given a reason- 
able opportunity, would hammer 
out a revision of the JIC con- 
stitution that will enable the 
newspaper industry to keep in 
the van of progress. 

Col. W. lissitt (chairman, 
North-West Region and repre- 
sentative of the Newspaper 
Society’s joint editorial commit- 
tee) who spoke on news presenta- 
tion, said that commercial tele- 
vision advertising might affect 
newspaper revenues and this, in 
turn, would be bound to have 
repercussions on news presenta- 
tion, 

TV advertising, though more 
ephemeral than newspaper adver- 
tising, placed the merit of a pro- 
duct before an audience willingly 
in a receptive mood. 

Up to now that state of affairs 
had been almost the exclusive 
————_ of the newspaper. 

oreover, TV advertising could 
boost a product visually and 
aurally at the same time. Obvi- 
ously this was bound to appeal 
to some advertisers, and if it did 
it implied that a proportion of 
the general advertising allocation 
now spent with the press would 
be diverted, impoverishing news- 

per revenues to some extent. 

here was a likelihood of the 
national newspapers being hit 
more markedly than the purely 
local productions, whose basic 
revenues derive from town and 
district advertisers. 


Manager’s ideal 


Dr. Colin Cooke (senior bursar 
of Magdalen College, Oxford, 
and formerly of the Manchester 
Guardian editorial staff), speak- 
ing on management, said that the 
ideal a manager should set before 
him, was “to aim, for himself, at 
the highest possible levels in 
practising idleness and argu- 
ment.” Idleness was relative; it 
meant doing just those things one 
wanted to do; being free to hold 
the meetings one wanted to hold; 
to chase up all the lower ranks 
as one felt it desirable. 

The final session was, as usual, 
a brains trust. It was presided 
over by Roy H. Welch (Beds and 
Bucks Observer), president of the 
YNA. 

Mr. Hallas, asked about the 
respective merits of the national 
and provincial press and the 
magazines when planning a cam- 
paign, said that the national press 
could offer a much lower cost- 
per-thousand than the provincial 
press and, moreover, it was im- 
possible adequately to cover the 
country by using only the provin- 


cial press. It was sometimes a 
question of having sufficient 
money to augment national news- 
paper or magazine advertising by 
the extremely useful contribution 
that the provincial press could 
make. 

There was no simple answer to 
the question how much deeper 
an impact could be made by 
using the local press ; it — 
on the individual requirement of 
the product. 

Col. Clissitt claimed that the 
local newspapers gave a far 
greater depth of impact, copy 
for copy, than the national news- 


papers. 

A remark by W. Geoffrey 
Smith (Evesham Journal) presi- 
dent of the yng pd Society, 
about agents’ lack of knowledge 
of the geography of Great 
Britain, called forth from Mr. 
Ridd a comment that this was 
very largely the fault of the pro- 
vincial press, which he thought 
should undertake readership sur- 
a 

Welch suggested that this 
should be the su fect of top-level 
talks between the Newspaper 
Society and the agents. 


Conference dinner 


The dinner was held on Satur- 
day evening at the Conference 
headquarters, the Prince of Wales 
Hotel. Mr. Welch presided, and 
speeches were also given by the 
Mayor of Southport (Alderman 
Mrs. E. Smith); F. E. Green 
(Blackburn Times) immediate 
past president of the Lancashire, 
Cheshire and Derbyshire Federa- 
tion of weekly newspapers who, 
with some of the daily news- 
papers in the North West, were 
the hosts at the dinner, and 
Geoffrey Smith. 

Social activities included a 
visit to a theatre and to the Pier- 
head Cabin as guests of the 
Southport Corporation publicity 
and attractions department; a 
coach outing; and a golf com- 
petition for the Sir Eric Bowater 
Cup, won, as usual, by Michael 
P. Robinson (Wakefield Express), 
with R. Dickinson (Liverpool 
Daily Post) as runner-up. 

At the conclusion of the final 
session Mr. Welch was warmly 
congratulated for his part in or- 
ganising a highly successful and 
enjoyable conference. 


Growing interest in 
‘Do It Yourself’ 


Trade distribution for Handy- 
man, the Do It Yourself Ltd. 
monthly publication, to be on sale 
October 27, will be handled by The 
Rolls House Publishing Co., Ltd., 
2 Breams Buildings, E.C.4. 

Results of the first, and initial 
returns of the second series of co- 
operative Do It Yourself Ltd.'s half- 

age advertisements in the Radio 
Fimes have shown a growing con- 
sumer interest throughout the whole 
+ in the “Do It Yourself” 

ea. 


0 Yas ory yao i 7 - 7 ‘ a a ; 
wa ; a 
<a - we ate seal — 
mt ee = Pe 
ia 
Ne ee 
i oot 
a EE Ss — — 
Ce 
aoe 
* } 
Se i 
“t 
; ah 
7 t 
vt, 
5 
+ l 
y ee 
*, 
oe eC 
We : 
: ; RB 
oF ie 
ie 
“4, a 
% 
Me 
g ; 
Re 
bn 
” f 
ib 
saa 
Ges 
bh z 
a | 
Pees ay | 
va 
ie 
o- 
ie A 
y \ Po 
ae : 
ig F 
5 4 
¥ 
4A 
ae: 
F 
: 
a 
a 
% 
z SN \ AR ALL | 
i Sa | 
irr , 
we ‘ 
oa 
ic 
ae, 
ihe Ae ‘ ; 
Ba iat , : “ 7 M : — ere “s aa 4 Le : 7 is We ls, © eee ae % ae 
ae? es gs he on > aa > 7 at 7 Ss ; a oer . i i : 2) a a _ 7 
e : ie ‘ft ; oe ie ae By ha om 4 ee Bel 5 - » ie 
Ra Oe nae . ks | hie nd I ee —. | A as eae ee ed E. m 


SEPTEMBER 30, 1954 


ADVERTISER'S WEEKLY 


* Here’s good news! 


* MACHINERY LLOYD to be 


4 


FULL STANDARD SIZE 


| 
from Ist January, 1955 
| 


In the interests of all sections of the engineering industry, both | 
the OVERSEAS and the EUROPEAN EDITION of 
MACHINERY LLOYD will be increased to provide a type | 
area of 10” x 7” as from the first issues to be published in the 

New Year. 


SEE THE DIFFERENCE ! ———» Present typearea —___y 
(dotted line) 


OVER TWICE AS MUCH SPACE FOR ADVERTISERS 
TO DISPLAY THEIR PRODUCTS IN EVERY | 
MARKET THROUGHOUT THE WORLD! 


MACHINERY | 


miei eae © CAVENDISH PLACE, LONDON, W.! | 


LANgham 4204 (5 lines) or LANgham 7414 (5 lines) | 


——»> _ New —> 
(solid line) 


Special note: The full range of our free | ASK NOW FOR 
supplementary services will | RATES AND 
be available as before. MAKE SURE OF 
SPACE FROM 

THE VERY 

FIRST OF THE 
Write or phone : NEW ISSUES 
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¢ CLASSIFIED ADVERTISEMENTS | 
: ReTee  ATTONTTUENTE VACANT. 2.64, we Ses, te pr Spy pra! ie 

e WEST MIDLANDS GAS BOARD | evvass has fas 50 sovelte wentgce “Sut waco opiates, si || CH ORGE NEWNES 
: PUBLICITY | “ Wetiy. as Fier sues Toeaaer es En ery Sst tts. Se scented 

a Requires First-Class 


ASSISTANT 


Applications are invited for 
the position of Publicity Assist- 


APPOINTMENTS VACANT 


Situations Vacant : ** The engagement of persons answering these advertisements mast | 

be made through s Local Ofiee of the Minietry of Labour ax a Scheduled Employmest | 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59% inclusive 
the 


LAYOUT MAN 


= hee, 


#3. 


ant (male) for the production of unless he or she, or the is from the provisions of 
Notification ‘of Vacancies Order 1952." 


an internal news bulletin and 
other material in *’ news press "’ 
form; journalistic or copy 
writing experience is, therefore, 
necessary. 

Candidates should be capable 
of transposing technical data into 
simple language and a knowledge 
of typography, finished art work 
and the preparation of layouts, 
etc., would be an advantage. 

Salary within the range £605- 
£685 per annum. 

The post, which is pension- 
able, is located in Birmingham 
and the successful candidate may 
be required to pass a medical 


WOULD YOU SUIT BENSON’S? 
WOULD BENSON’S SUIT YOU? 


If you can say ‘ Yes’ to the following questions 
you've a chance to move up in the world. 


Are you between 21 and 25? 
Have you Agency experience’? 
Are you interested in the me- 
chanics of Advertising or Print 
Production ? 


Do you welcome the gppor- 
tunity of good prospects and 
a steadily increasing salary ? 
And two weeks’ paid holiday 
a year? 


Agency experience and sound 
knowledge of typography essen- 
tial. Must be capable of pro- 
ducing slick pencil roughs, with 
reasonable figure interpreta- 
tion, publicising a wide variety 
of famous periodicals for Na- 
tional press campaigns, posters, 
folders, etc. Write in confi- 
dence, stating present position, 
career, age and salary required 
to 


Publicity Production Mana- 


é a Do you welcome responsi ger, 

a | ’ ‘ 

is d App 9 amiing ag ond bility ? Do you feel the need for the George Newnes Ltd., 
£5 etails of experience, to the y : Tower House 

‘| ee ee, eee Would you say you had an | greater scope — a major Southampton Street 
Se 6, Augustus Road, Edgbaston, orderly mind ? agency provides ? Strand, 

a Birmingham 1S. London, W.C.2. 

j In that case, write about yourself to the Production Manager 


EXPERIENCED PRODUCTION MAN, 
age 22 to 26, required by West End 
Agency to work on national accounts. 
Good salary, working conditions and 
prospects, Write or ‘phone West End 


S. H. BENSON LTD., KINGSWAY HALL, KINGSWAY, W.C.2 


A YOUNG LADY Shorthand-typist 
wanted as Assistant in “‘Copy’’ De- 
Shiba of Technical monthly. Apply 

ipbuilder Press Lid., 47 Victoria 
Street, S.W.1 (ABB, 1121) with par- 


J. WALTER THOMPSON CO. LTD. | JUNIOR COPYWRITER, with agency 
Production staff wanted. Please apply background and some knowledge of 


man”—and are usually found in all good 
copywriters. 


Call as soon as you can. 


: toutes of experience and salary ’ a, Secretary, 40 Berkeley meen. Pratt & Co. (Ad.) Ltd. May- pcoames Sony iss. 1/9 
‘ When a 
; PROFESSIONAL 
COPYWRITER | Typographer 
| ets a job with 
WANTED | gets aj 
2 We want a copywriter, a man who can write | M C E * k 
é good factual copy and who extends his interest Cc ann - ric son 
F beyond this. We want a man who thinks in | 
ci terms of good copy, essential detail, the layout he’s really a typographer 
x treatment of his copy, press dates and all those 
other aspects which add to a “ good advertising ca 
| 
| 


We need another good man for the team. 


Send the details about yourself to 


Box 8938 
Advertiser's Weekly 180 Fleet Street EC4 


Apply General Manager. 
McCann Erickson Advertising Ltd. 


Brettenham House, Lancaster Place, W.C.2 
TEMPLE BAR 6600 


All letters will be treated in strict confidence. 
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‘CLASSIFIED ADVERTISEMENTS 


Graham & Gillies Ltd. 
want another 


SENIOR 
TRAFFIC 
CONTROLLER 


The man we want must be 
Agency-trained and have a 
sound knowledge of mechanical 
production—but there is more 
to the job than that. He will 
be “‘in’’ on Planning Con- 
ferences, and will be expected 
to take a lively and intelligent 
interest in all aspects of the 
Accounts he controls. Salar 
will be generous, but will 
depend on age and qualifications. 


Please write stating age, full 
experience and salary required 
to:— 


Personnel Director, 


Graham & Gillies Ltd., 
37, Golden Square, W.1 


733 


- APPOINTMENTS YACANT 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN| 


THREE OPPORTUNITIES 


for first-rate men. Each appointment provides ample scope for 
outstanding ability on important work covering a wide range of 
Nationally advertised products and services. Tasotione working 
conditions; Insurance and Pension Schemes. Agency experience 
an advantage. 


1. COMMERCIAL ARTIST, specialising in still life. 


Staff appointment or alternatively accommodation and full 
facilities would be provided for working in a free lance 
capacity on agreed terms. 


2. PRINTING DESIGNER capable of producing quick 


visuals and finished client layouts for all forms of printed 
publicity material. 


3. TYPOGRAPHER to work with a team on print and 
press. Creative’ability and accuracy essential. 
Please write fully stating appointment desired, 
career to date and suggested terms to: 
ART DIRECTOR, PUBLICITY ARTS Ltd. 
(Member of the London Press Exchange Group of Companies) 
101 ST. MARTIN’S LANE, LONDON, W.C.2 


ASSISTANT ADVERTISEMENT MAN- 
AGER, aged 30-35, required by old- 
established trade journal. Must be a 
first-class Space-Salesman. Four-figure 
salary and obvious prospects for the 
right man. Applications will be treated 
as strictly confidential. 

Box 8715 Ad. Weekly 180 Fleet St EC4 


ASSISTANT SPACE BUYER required 
Must have Agency experience in pre- GENERAL ARTISTS (good all rounders) 
required for well-established studio. 
ge of media. Write, stating details Capable of highest quality work. 
Salary range £750-£1,000 p.a. Present 


FIRST-CLASS Still Life and General SECRETARY / SHORTHAND . typist, 
preferably aged 20-24, required for 
office of Advertising Manager. FPive- 
studio in Strand. Top wages paid to day week. Canteen. Salary accord- 
ing to age and ability. Office con- 
venient East and South-East London. 
Write or telephone Trufood Limited 
Googe Bank, E.1. Telephone Royal 


Artist, able to work in line, H/T and 
full colour, required by expanding 


right man S-day week Phone: 
Studio Director, CEN 8301, or write 
in strictest confidence to 

Box 8947 Ad. Weekly 180 Fleet St EC4 


pomes schedules and thorough know- 


of age, experience and salary required, 
to Secretary, Greenlys Ltd., 9 Berkeley staff aware of this advertisement 


Street, W.1. Box 8935 Ad. Weekly 180 Fleet St BC4 


SPACE 
PRODUCTION 
_.MANAGER| 


Agency experienced man (25-35) 
is needed to take charge of space 
production department handling 
a large number of advertise- 
ments. Should be energetic, a 
good ‘chaser’ and be able 
where necessary to produce own 
adaptations and mark -ups. 
Write giving full details of 
experience and salary required 
to 


Managing Director, Gilbert 
Advertising Limited, Has- 
tings House, Norfolk Street, 
W.C.2. 


CLASSIFIED ADVERTISING 
ASSISTANT 


(male) to 


MANAGER 


required for rapidly expandi Depart- 
ment in well-known Agency "% pleasant 
happy job with good prospects is open tos 
person capable of working quickly and 
accurately under busy conditions. 

in strictest confidence, stating age, ex- 
perience and present salary to 


Box 8961 
Advertiser's Weekly 180 Fleet St EC4 


This is an opportunity to take control of copy for 
a wide variety of technical and industrial accounts. 
It will appeal to a versatile senior copywriter, with 
considerable agency experience, who now wants 
the wider interest and greater scope of a top post 
in an agency that is not over-large, but which has 
high standards resulting in healthy expansion of 


business. 


Write, giving full details of age, experience and 
salary expected to Managing Director, 


TAYLOR ADVERTISING LTD., 
Incorporated Practitioners in Advertising 
85 GLOUCESTER PLACE, LONDON, W.1 


Copywriter 
required by ‘ 
TAYLOR ADVERTISING 


interest us 


Write to 


and an equally good * 
change, this may well be your opportunity. 


IF YOU ARE A 
REALLY GOOD 
TYPOGRAPHER 


team’ man looking for a 


We are a well-known London Agency seeking a man 
able to tackle, with equal enthusiasm, his share of 
the creative and routine typography on a wide and 
varied range of important National Press Accounts. 


If you feel that details of your experience would 


Box 8937 
Advertiser's Weekly 180 Fieet Street EG4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS YACANT 


COPY 


vZ 
: 
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: 


WRITER eo, othe "employment. excepted from the provisions of the 


734 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT | 


cant: ** The engagemen: of persons answering these advertisements must 
ocal of 


APPOINTMENTS VACANT 


VACANCY 


if you can write good sales 
copy about engineering pro- 
ducts and are agency trained 
we would like to hear from 
you. Write (marking letter 
* Personal ') to :-— 


Managing Director, 
Gilbert Advertising Ltd., 
10 Norfolk Street, W.C.2 


salary for right applicant. 


| PRODUCTION ASSISTANT 


LARGE NATIONAL ADVERTISER, marketing 
a wide range of both consumer and industrial 
products has vacancy for a production assistant— 
with good technical knowledge of printing and 
general production work. 


Excellent working conditions and amenities, 
including pension scheme. 


Please write fully, giving details of experience, 
and stating salary required. 


Box 8931 
Advertiser's Weekly 180 Fieet St EC4 


MARKETING 
EXECUTIVE 


Colman Prentis & Varley Ltd. 
require an executive for their 
marketing department, age ap- 
proximately 30-35, This de- 
partment is responsible for 
planning marketing and dis- 
tribution policy and executing 
selling campaigns in conjunc- 
tion with the agency's adver- 
tising plans. Experience of 
advertising and/or a_ sales 
department concerned with 
consumer goods essential. 


Write to Staff Manager at 
34, Grosvenor Street, London, 
W.1, giving full details of 
career. No telephone calls 
will be accepted. 


Secretarial Shorthand/Typist 


Assistant Service completed, required in London 
Publicity Department of large En- 
exec i ; ineering organisation. Some engineer- 
oe leodane wen Ee eH tn knowledge, preferably technical 
organisation in Cambridge required. school education, and interest in ub- 
vertising, printing or newspaper licity work. Please send full details of 
experience an advantage, but organising career to ous. “—" “— wig oe 
ability and initiative more important. to pea we " igh 
interesting and creative work, Good Holborn, W.C , 
SHORTHAND TYPIST required in the 
Production Department of a well- 
known Advertisin Agency near 
Oxford Circus _ to Priday 
Luncheon vouchers 


Box 8789 
Advertiser's Weekly 180 Fleet St EC4 


Box 8953 Ad. Weekly 180 Pleet St BC4 


YOUNG MALE ASSISTANT, National , TOP LINE RETOUCHER required by 


| 
| 


studio in Strand. Excelient oppor- | 
tunity for man able to work in full 
colour and H/T. Salary according to 
ability and experience. 5-day week in 


EXHIBITIONS, Store Demos., Enter- 


prise Young all-round Executive 
wanted with integrity, some achieve- 
ment, big potential ability to extend 
developments £600 pa us big 
bonus, etc., prospects. “ big 


rospect desired 
Box 8958 Ad. Weekly 180 Pleet St BC4 


well-lighted and pleasant surround- 
ings. Apply Studio Director, phone 
CEN 8301, or write stating fullest 
details of experience and salary re- 

uired 

yx 8948 Ad. Weekly 180 Fleet St EC4 
RETOUCHING ARTIST required by 
Croydon advertising studio. Experi- 
enced in black and white mechanical 
retouching. London salary 5-day 
week. ‘Phone: Croydon 3930. 


Mechanical Production 
Assistant 


(Age 20-30) to Production Manager wanted. 
Leading industrial advertising agency. 
LP.A. Pleasant atmosphere—prospects— 
pension scheme. Write with history and 
present salary to 


Box 8955 
Advertiser's Weekly 180 Fleet St E04 


PRIVATE SECRETARY 


to the 


MANAGING DIRECTOR 


of a progressive 


LONDON ADVERTISING AGENCY 


is required 


She should be a really intelligent woman with 
abilities beyond those of a shorthand typist. 
Naturally she must be able to take down at good 
speeds and turn out clean letters. In addition she 
should have a good knowledge of English and 
phrasing. She must possess initiative, be trust- 
worthy, and a diplomatic telephone coaversa- 
tionalist. Experience of the advertising profession 
would be an advantage. This is not a routine job; 
if you think you can measure up to it send the 
fullest possible details to 


Box 8929 
Advertiser's Weekly 180 Fieet St EC4 


in interest and value. 


Schemes in operation. 


CREATIVE DIRE 
167 HIGH HOLBORN 


TECHNICAL & GENERAL 


ADVERTISING AGENCY LIMITED 


(Member of the London Press Exchange 
Group of Companies) 


Junior Typographer 


T & G require a young man or woman with some 
agency experience, to work mainly on press 
advertisements but with a leavening of print. 
This is a job with a future, and will grow both 


Junior Layout Man 


A vacancy exists for an ambitious junior to work 
on adaptations of press advertisements. For the 
right person there are good prospects of eventu- 
ally joining the creative team as a visualiser. 


Fine Studio. Staff Pensions and Insurance 


Write giving brief details of experience, salary etc. to 


Five-day week. 


CTOR, T&G 
LONDON: WCI 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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SEPTEMBER 30, 1954 


APPOINTMENTS VACANT 


MANUFACTURING 
FASHION HOUSE requires 
ADVERTISING MANAGER (male) 


A down-to-earth practical type, pre- 
ferably with Agency experience. Re- 
quires a knowledge of typography, 
fashion photography, seasonal cata- 
logues, dealer-aids, etc., and will be 
responsible for all detail liaison with the 
company's Advertising Agents, control 
of expenditure, etc. 


Public Relations Officer (male) to 
organise press showings, editorial 
photography and publicity, with partic- 
ular reference to Nationals and 
Women's interest magazines. 

NOTE. The telescoping of the two 
vacancies into one would be carefully 
considered were the right application 
recejved. 


Write giving age, experience and salary 
required, making it clear for which post 
you wish to be considered. 


Box 8932 
Advertiser's Weekly 180 Fleet St EC4 


WOMAN ASSISTANT, not under 24, 


district. Must be neat, competent 
typist, capable of working on own 
initiative. Should possess keen sense 
of responsibility and have a liking for 
figures Excellent opportunity for 
advancement. Previous experience or 
peng of typing schedules and 

ace orders essential 

x 8950 Ad. Weekly 180 Fleet St EC4 


] 
required by Space Buyer in W.C.2 | 


PRODUCTION 
ASSISTANT 


An advertising agency with 
a growing list of active 
accounts requires the ser- 
vices of a keen man in their 
Production Dept. One aged 
between 20-30, with agency 
experience to take charge of 
a group of accounts working 
in conjunction with a Pro- 
duction Manager. 5-day 
week. Write giving experi- 
ence, salary required to 


Box 8930 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


COPYWRITERS 


Two truly versatile and experienced copywriters required by 
expanding agency (whose staff now numbers 35) with a variety 
of accounts from a pill to a locomotive. 

The positions hold every opportunity for progress with the 
Company. Salaries would be based on experience and ability. 


VISUALISER/TYPOGRAPHER 


Young or old—the opportunities and the scope are the same, 
but only those with good agency experience should apply. 
Address your letter with full details to The Managing Director, 


Box No. 8970 Advertiser’s Weekly, 180 Fleet St., E.C.4. 


ADVERTISEMENT 
MANAGER 


Specialist agricultural weekly, 
£40,000 turnover, needs an 
advertisement manager whose 
personality matches the high 
editorial reputation of the paper. 
Able to talk at executive level 
with clients and discuss sympa- 
thetically their problems. Four- 
figure salary, generous commis- 
sion, every prospect of rapid 
expansion. 


Box 8940 
Advertiser's Weekly 180 Fleet St EC4 


WELL-KNOWN 
ADVERTISING AGENCY 


requires 
Fully Experienced 
PRODUCTION 
ASSISTANT 


Well-paid responsible 
position for man or 
woman age 25-35. 


Write giving full particulars to 


Box 8725 
Advertiser's Weekly 180 Fleet St EC4 


ESTABLISHED manufacturers of occa- 


sional furniture require representa 
tive for Lancashire and Yorkshire. 
Good connections in the above areas 
Fullest particulars 

Box 8952 Ad. Weekly 180 Fleet St BC4 


PRODUCTION MAN required by lead- 
ing Manchester Agency. Capable of 
ordering every type of block, also 
typesetting and sufficient skill to pre- 
pare adaptations for letterpress or 
photogravure advertisements. Wages 
according to experience 

Box 8795 Ad. Weekly 180 Pleet St BC4 


FIRST-CLASS 
GENERAL ARTISTS 
RETOUCHERS REQUIRED 


Essential that General Artists 
have Agency or Studio exper- 
ience in producing finished art- 
work in black and white and 
colour, also high standard of 
finished roughs. 


Retouchers must be capable of 
producing high-quality work in 
black and white and colour. 
Generous salary, ideal working 
conditions, with excellent op- 
co for advancement. 

day week, hours 9.30 a.m. to 
5.30 p.m. 


Apply by letter to 


The Design Group Ltd., 
Commonwealth House, New 
Oxford Street, W.C.|I. 


SAMSON CLARK’S 
need another bright young 


COPYWRITER 
tm work with an enthusiastic creative 
team on an interesting group of Nationa; 
Accounts. Write giving details of ex- 
perience and salary required. 
Creative Manager, Samson Clark 
Reverting I Mortimer Street, 


YOUNG MAN required to take charge 


of routine work in advertising de- 
partment of well-known Midlands 
textile company Good prospects. 
Write full details to Box R. 458, c/o 
Streets, 110, Old Broad Street, E.C.2. 


ndon, W.1. 


EXPERIENCED copy and make-up 


clerk (male or female) required for 
two monthly technical journals (engi- 
neering and timber). Assistant pro- 
vided. Five-day week. Write, stating 
age, experience and salary required, 
to Advertisment Director, 8 ;_ 
ham Street, London, W.C 


FIRST-CLASS RETOUCHER 
& LETTERING ARTIST 


for Fleet Street Advertising Agency. 
Reply, stating qualifications and salary 


required to 
Box 8942 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 


To cope with rapidly 
expanding business we 
need a keen young 
man with 3 to 5 years’ 
Agency production 
experience. 


MAN 


He will be in charge of 
a new compact pro- 
duction group hand- 
ling some of the 
agency's most inter- 
esting accounts in close 
contact with the Ac- 
count Executive. 


WANTED 


The salary will be 
commensurate with 
the experience of the 


successful applicant 
and prospects are good. 
5 day week. 


@Send brief details of your 
career stating salary re- 
quired to 


Box 8936 
Advertiser's Weekly 180 Fleet St EC4 


WELL-KNOWN MEDIUM-SIZED 


ADVERTISING 
AGENCY 


ESTABLISHED 40 YEARS 


INVITES APPLICANTS 


for the position vacated by Retired 


MANAGING DIRECTOR 
UNIQUE OPPORTUNITY 


Cash investment not necessary. Applicants 
must have thorough knowledge of the 
Asner Business and be scceptable to 

PA. Our own Steal know of this 
ys Al Write, in confidence, 
stating experience, etc, to 


Box 8966 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST required, able to 


execute Slick Roughs from _ visuals 
supplied, and carry out Finished 
work. Splendid opportunity for ad- 
vancement. Write for appointment to 
Box 8954 Ad. Weekly 180 Fleet St BC4 


ARTISTS WANTED for 


top lettering 


and others with layout or 
ability. S-day week in studio at 


Ha 4 Dn id 12 Gu. Newer 


x, wed 


PHOENIX STUDIOS 
10 Albemarle Street, London, W.1. 


Mayfair 1565 


3 STILL LIFE & GENERAL ARTISTS 
URGENTLY REQUIRED 


Capable of high quality work to meet 
exacting standards imposed by the top ranking 
art directors for whom we work. 


Good salaries. 5-day week, 9.30-5.30 
Come and have a chat with Mr. Smallwood 


PUBLICITY 
MANAGER 


required in London. Ability to 
—- advertisements, sales 
iterature and organise mailing. 
Knowledge of all aspects of print 
buying essential. Previous ex- 
perience of copywritin 
medical or similar work on 
advantage. Salary according to 
qualifications. Write 


Box 8943 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SCOTT-TURNER & ASSOC. 
LTD. need a 


LAYOUT MAN /TYPOGRAPHER 


One with at least two years’ 
agency experience of original 
mark-ups and adaptations, and 
capable of a good standard of 
layout work, suitable for sub- 
mission to client. Interesting 
work, good conditions. Write, 
giving age, experience and salary 
required to 


Art Director, 
17-18 Dover St. London, W.1. 


CAPABLE Production Assistant for new 


vacancy in London Agency wanted 
immediately oy A et £500, 
according to ability 

Box 8969 Ad. Weekly sb heet St EC4 


TRADE JOURNAL PUBLISHERS re- 


quire services of experienced gentie- 
manly representative with a good 
counection among advertising agents 
and/or manufacturers of bedding, 
cushions, pillows, etc. An interesting 
and progressing post. Salary £500 per 
ennoum plus generous commission. 
Should take £1,000 in first year, rising 
onwards, Must be prepared to travel; 
expenses paid. Preferably married 

Box 8794 Ad. Weekly 180 Fleet % BC4 


SECRETARY to Publicity Manager of 


International Engineering concern in 
Sidcup, Kent (10 miles 8.E. of Lon- 
don) Very interesting, highly paid 
geation in congenial surroundings 

» Saturdays German, English 
Shorthand and Typing, and good 
knowledge of Spanish essential 
Write ~o. anager, Richard 
Klinger Litd., Sidcup, ent, or tele- 
phone FOOtwcray 4022 


ADVERTISEMENT REPRESENTA- 


TIVE required for established religious 
weekly. Salary and commission 
Write, giving experience, Box 109, 
Reynelis’, 44, Chancery Lane, W.C.2 


Experienced and Ambitious 


ARTIST-DESIGNER 


for Packaging and Brochures required by 
leading w 1. Studio. 
Interesting, progressive position in ideal 
working conditions 

write giving full details to 


Box 8941 
Advertiser's Weekly 180 Fleet St EC4 


A FIRST-CLASS GENERAL ARTIST 


with a flair for layout required for 
progressive studio, Write, giving de- 
tails and present salary 

Box 8520 Ad. Weekly 180 Fleet St PC4 


ENTHUSIASTIC 
PRODUCTION 
ASSISTANT 


Wanted to join happy young team in 
busy Agency. Young man or girl (20- 
23), some previous production experi- 
ence; knowledge of biocks, type, 
printing processes. Opportunity to 
gain experience of unusually varied 
work on production of press adver- 
tising and all forms of publicity. Plenty 
of scope to progress with growing 


ency. 
Wries or Phone for appointment to 
roduction Manager, 
Max Ritson & Partners Led., 
33, Henrietta Street, W.C.2. 
Temple Bar 3861. 


Situations Vacant : * 
made through 


APPOINTMENTS VACANT 


Ihe eagagemeat of persons answering these advertisements masi 


CLASSIFIED ADVERTISEMENTS 
leer APPOINTMENTS VACANT 


from 
NetBcatioe ‘of As. Order 1952.” 


Victuallers field. 


and experience cannot c 


ACHIEVEMENT PUBLICITY SERVICES 
BRADFORD, YORKS. 


Require Editor and Advertising Director within existing large Organisation 
forming New Company for Trade Publications who is capable of operating 
at director level and handling staff. Experience previously in similar 
capacity essential, preferably in che Shipping, Building, Textile or Licensed 


A BRIGHT FUTURE 
FOR THE RIGHT MAN 


Write, stating experience and ey required. Any man whose ability 


| salary should not apply. 


All replies to OD. A. eciee, Achievement Publicity Services, 
Achievement House, Bradford, Yorks. 


SEPTEMBER 30, 1954 


APPOINTMENTS VACANT 


RICHARD POTTS 
AND PARTNERS LTD. 
have room for another 


TRAINEE 


a bright young man who may just 
be leaving his Grammar School 
and prepared to start from the 
beginning. The prospects are 
good, the at phere is pl 

and there's a lot to do as well as a 
lot to learn—write or ring 


Mr. MURRAY 


34-35 High Holborn, W.C.!. 
CHAncery 4974 


LEADING MIDLAND AGENCY wishes 


to get in touch with first-class visual- 

isers and designers with a view to 

C= regular free-lance work. Reply 
y letter as a preliminary to a personal 
interview in London with the Agency’s 

directors. 

Box 8792 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 


A vacancy exists for a trainee in the 
publicity department of Beecham 
(Northern) Limited, St. Helens, 
Lancashire. Applicants must have 
completed National Service and 
aged between 20 and 25, with 
some commercial experience. 
Must be of good education and 
willing to work hard in a busy 
department. The prospects are 
good for someone with initiative 
and drive who would like to take 
up advertising as a career. Reply 
in own handwriting stating educa- 
tion and age. 


Manufacturers of Motor 
and Cycle Accessories 


require for i diate engag 
young man with experience in 
advertising, designing of product 
packs, catalogues, leaflets, to lay- 
Out stage and copy writing. Duties 
include general sales promotion 
and buying of printed matter. 
Applications in writing stating 
salary to Stadium Ltd., 30/36, 
Queensway, Ponders’ End, 
Middx. 


TEMPORARY 
HELP REQUIRED 


by important London Agency 
in the preparation of an exten- 
sive range of wall charts, media 
maps and similar material. 


Layout man capable of quick, 
clean production of varied styles 
of lettering would be suitable. 


Box 8939 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION JUNIOR required 


in 
Production Department by Offset 
Printers and Cardboard Converters. 
W.2 district. Good prospects. Pen- 
sion scheme S-day week Salary 
according to qualifications Write, 
stating experience and salary required, 


to 
Box 8957 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO STUDIO MANAGER 


required by leading London agency, 
who is experienced in handling all 
types of finished artwork. Ability to 
progress work. Staff pension and 
luncheon voucher schemes Write, 
stating your experience, age and salary 
required to 

Box 8949 Ad. Weekly 180 Fleet St BC4 


STUDIO, LETTERING, Layout Re- 


toucher wanted to make up team of 
three sharing a room in W.1 district. 
Low rent, ‘phone, reception included. 
Work uaranteed to right men. 
"Phone: Welbeck 8769. 


PRODUCTION 


Experienced Agency- 
trained Man required to 
take charge of a number 
of accounts. 

Should have good know- 
ledge of process and 
foundry work. Good 
salary offered. Write 


Advertiser's Weekly 180 Fleet St EC4 


Experienced 
GENERAL ARTISTS 


for creative colour work 


Do you want a job in a happy 
atmosphere, 5 day week, good 
money and prospects ? 
Openings for really creative 
designers (men) for showcards, 
cut-outs, etc., for quantity re- 
nay er by photo-litho. 

op-class National accounts. 
Write or phone C.L.V. Designs, Lted., 
49, Char Street, London, W.!. 
GROsvenor 8321. 


LAYOUT ARTIST 


Required to produce high- 
quality work on a variety of 
consumer advertising campaigns. 
Wide scope for competent 
artist with experience of adver- 
tising, i or display design. 
Write full details of experience 
and salary to 


F. JOHN ROE LIMITED 
20, St. Ann’s Square, 
Manchester 2. 

Tel.: BLAckfriars 9786 


DTV 


Congenial post awaits really competent STUDIO ARTIST 
(non-specialist), experienced in adaptation work and the 
preparation of routine finished art work. Good opening for 
versatile studio man with practical type sense. Write for 
appointment, stating experience and salary required, to Art 
Director, Dudley Turner and Vincent Limited, 19 Buckingham 
Street, Adelphi, London, W.C.2. 


ARTIST uired for ery of 
Technical Line Drawings. Call with 
Specimens at Personne! Office, Gestet- 
m= Broad Lane, Tottenham, 


ASSISTANT TO 
ADVERTISING MANAGER 


of prominent Tyre Manufacturers. Age 
under 30. Good knowledge of adver- 
tising and ability to see work through 
from start to finish. Knowledge of 
Market Research, Statistics and Degree 
in Economics desirable. Person in mind 
should have had some years in a first- 
class agency or advertising department 
of large firm. Experience of handling 
— Relations and House Organs 


jul. 
Box 8783 
Advertiser's Weekly 180 Fleet St EC4 


"Phone 


our Classifieds to CHA 8844 
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SerTeMBeR 30, 1954 


APPOINTMENTS VACANT 


RETOUCHING 
ARTISTS 


First-class Men required for 
London{Studio. Applicants with 
experience of technical subjects 
preferred but not essential. Top 
salary and ideal conditions. Hours 
9-5.30 p.m., Monday to Friday. 
Write fully : 


Box 8753 
Advertiser's Weekly 180 Fleet St EC4 


A SENIOR Male Executive required in 
the publicity department of an import- 


ant Corset house. The duties will in- 
volve the preparation and co-ordination 
of dealer's local advertising, window 
displays and printed material. Pull 
details of age, A ena salary 
expected, please 
Box 8924 Ad Weekly 180 Fleet Se BC4 


Advertising agencies demand 
FIRST CLASS 
RETOUCHING 


Studio Briggs have vacancies for 
artists capable of carrying out 
this work in black and white 
and colour. 


Phone for appointment. 
MUS 8434. 


YOUNG AGENCY VISUALISER (cither 
sex) wanted by Waddicors. Progressive 
menage and interesting work for 
nior (ex-School of Art possibly) who 
can show evidence of layout poten- 
tialities. Pleasant working conditions 
and staff pension scheme Apply, 
stating experience and age, to Studio 
oy pee Waddicors, 38 Park Street, 
1. 


CREATIVE ADVERTISING 
ARTISTS LTD. 


8/9, East Harding Street, £.C4, 
City 6101/3. 


Required, experienced LAYOUT 
ARTIST with knowledge of typography, 
and experienced RETOUCHER to 
join a busy team working under 


excellent conditions. Salary according 
to qualifications. 


WRITE OR PHONE FOR 
APPOINTMENT 


STILL MORE 
TOP GRADE 
RETOUCHERS AND 
LETTERING ARTISTS 
required by 


CENTRAL ART 


(Permanent Staff only) 
Ideal Conditions and 
top rates of pay. 
Phone or write to 


Mr. R. TREBLE 


APPOINTMENTS VACANT 


ADVERTISING MANAGER required 
by large electrical engineering firm. 
Principal duties will involve the initie- 
tion, collection and development 
publicity material in collaboration with 
the appointed agency, both for tech- 
nical advertising and literature, etc 
Supervision of Exhibition arrange- 
ments, photography, and internal near- 
print plant. included. Write, stating 
age, previous eo qualifications 
and salary required, 
Box 8793 Ad ‘Weekly T80 Fleet St BC4 

MEE INTEREST. We need an Adver- 
rine. ——T for export journal. 

t man will an interest free. 
i Ad. Wi y 180 Fleet St 


APPOINTMENTS WANTED 


INDUSTRIAL 
HOSPITALITY 


Travel and catering executive seeks 
introduction to company appreciating 
possibilities of sales promotion through 
improved relations. Expert organiser 
of all types of entertainment, travel, 
transport, convention / conferences, 
sports, fetes, galas, banquets, balls, 
tournaments—in fact anything likely 
to influence trade or output. 

Write to R. A. Wetham-Brown, 
4  ceenems Cloisters, London, 


CLASSIFIED ADVERTISEMENTS 


PUBLICITY MANAGER 


wishes to move to company that would 
fully appreciate a fresh energetic ap- 
— and wide experience in all 
ranches of publicity. Print —Display— 
Direct Mail—Exhibitions. Would pre- 
fer London or Home Counties. 


Box 8944 
Advertiser's Weekly 180 Fleet St EC4 


FIVE HALF-DAYS PER WEEK is time 
enough to do a useful job for you. 
Dependable young man, with news, 
monthly, house journal, publicity and 

experience ; driver ; offers regular 
art-time services, any capacity 
x 8961 Ad. Weekly 180 Pieet St BC4 


OFFERED 
31 years, enthusiasm, common sense, 
adaptability, hard work, references, 
versatile mind producing ideas. 
LACKING experience. 
REQUIRED—any opening in adver- 


wae Box 8787 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING MAN (38) secks job. 


“ HAND - PICKED ” RCRETARS 


20 years Agency and Department ex- 
perience. refer Manufacturing con- 


cern, Southern England. Electrical or 
industrial 


Box 8742 Ad. Weekly 180 Fleet St BC4 


COPYWRITER, experienced, in forties, 
recently returned oe ’ ~paaaet secks 


= s good agency 
mx 8916 Ad Weekly | 180° Fleet St EC4 


First class creative Artist, 
producing out-of-the-ordinary 
Posters and Showcards for 
ordinary studio, seeks change 


POSTCARDS 


Box 8946 
Advertiser's Weekly 180 Fleet St EC4 


COUNTRY PARSON, — ex-industrial, 
resident 30 miles London. must sug- 
ment income. Formerly Chaplain to 
Forces. Suggestions, please. 

Box 8912 Ad. Weekly 180 Fleet St BC4 


MARKETING EXECUTIVE 


—wide experience of advertising and 
market research, now earning four- 
figure salary, seeks position in agency 
with room for ideas. 


Box 8934 
Advertiser's Weekly 180 Fleet St EC4 


A JOB ABROAP ix wanted by young 

artist with 4 years’ studio experience 
in lettering. line drawing and layout 
Box 8959 Ad. Weekly 180 Fleet St EC4 


Young woman with personality and 
verve would like opportunity to use 
initiative as Personal Assistant to 
Accounts Executive, Managing Director 
or Public Relations Officer. eam af 
qualifications and advertising knowledge 


Box 8945 
Advertiser's Weekly 180 Fleet St EC4 


EDUCATED YOUNG MAN (°5), with 
7 years’ Top Ssles promotion. PR. 
and publishing experience, seeks posi- 


309 OXFORD ST. W.1. MAY 8907 


Se! eee 


tion in Resding or London ares 


PRINTERS 


labi The W 
Wigmore St., wii. 


re Agency 
UNter S51 A/a. 


COLOUR 
WORK 


Exquisitely produced 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tet. 300 


SERVICE TO PRINT BUYERS ! 
Our facilities in typesetting, letterpress 
machining, binding and direct mailing, 
will more than recompense your 
interest in sending ust an enauiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House. 
Waterside North, Lincoin 
Telephone : Lincoln 666 


FREE LANCE SERVICES 


MAS designed and drawn for ail 


MAPS are our speciality. The Lengnore 
SALES LETTERS, Booklets, written to 
SALES LETTERS—the straighi-forward 


FREE LANCE Advertising Representa- 


FREE LANCE COMMERCIAL ARTIST 
sign transparent film packaging 


FREE LANCE FASHION ARTIST. 
several years’ 
work, line and wash. reproductions 
shown. 2 to 3} gms. per fig. Agents. 
Studios. Printers. ase contact 


Box 8960 Ad. Weekly 180 Fleet St BC4 


Box 8965 Ad. Weekly 180 Pleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ur 


poses. 
ox 8923 Ad. Weekly 180 Fleet St EC4 


Service, Compilers of Maps and 
Diagrams, 118 Olid Christchurch Road, 
Bournemouth. (B’mouth 5226.) 


order, Most subjects. Satisfaction or 
no fec. Details: F. V. Giles, 6 St. 
Paul's Road, Barking, Essex 


kind. Interestingly written to do «@ 
real selling job You'll be delighted! 
Box 8962 Ad. Weekly 180 Fleet S EC4 


tive required for (a) Scotland ; (b) the 
Midlands ; for Commonweatth Trade 
and Technica! publications. Give full 
wy and experience, to 

x 8963 Ad. Weekly 180 Fleet St EC4 


required, preferably experienced de- 


Box 8964 Ad. Weekly 180 Pieet & BC4 


experience first-class 


“med REPRESENTATIVE, 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


IDEAS? Layouts, Artwork, Production 


Commissions requested. 


Box 8966 Ad, Weekly 180 Pleet St BC4 
TYPOGRAPHER, wide Ages? _ 
offers Free 


lishing house experience, 
Lance services 


Box 8967 Ad. Weekly 180 Fleet St BC4 
SMALL LETTERING Specialist. Maps, 


diagrams, etc. Accurately drawn. 


Box 8968 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST (Ex. Fig.) specialises 
m folders end brochures, seeks com 


Missions 
Box 8549 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


CAREFUL 


CIRCULAR & SAMPLE 
DELIVERY 


in the Birmingham Area 
CENTURY PUBLICITY 
1468, Coventry Rd., Birmingham 25 
Tel: ACO 0777 


ASSESS the qualities of your voice and 

ye Elocution is 

needed. —Wm er, near Wallace 

otegten, HUN art (8 p.m.). Fees 
. 6d. 


BUSINESS OPPORTUNITIES 


ROTAPRINT R8.K.L. capacity avail- 


able. Good work at reasonable 


and prompt service The Maydew 


Press, 71 Viaduct Road, Brighton 


Proposition wanted. 


Bor #547 Ad. Weekly 180 Fleet St BCs 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sale 


55s. per 1,000; also Cabinets M.5S.S. 
49 Tattenham Grove, Epsom 


MULTILITH 1250 for sale. with acces- 


sories, sutometic, 3.000-6.000 per 
hour. Excellent condition. £350. 
Also guillotine, 25 in.. £80. ‘Phone: 
Byfleet 3072, after 7 p.m. 


MULTILITH DUPLICATOR (Model 


1250) for sele. Complete with attech- 
ments, psa new, Takes prper 
up to 9} in 4 in.. line and half- 
tone illustretions. Colour in sccurate 
register. Cost £586. Demonstration 
in London. Box R 241. 110 Old 
Broad Street, London, E.C.2. 


COURSES 


A.A. THIRTY GUINEA 
AWARD goes to L.C.S. 


! 
Student ! 5, the May 1954 
Advertising Association Examina- 
tions an I.C.S.-trained man — 
MR, 8S, N, SHAMSIF—gained top 
place in Division ‘D’ and the 
first prize of thirty guineas. 
Other outstanding successes won 
by LC.S. Students were : 
Second place in Division * C.’ 
Pirst. second and third ay in 
Division ‘B* and five 
Six good passes in Sra iden "A 4 
Twenty per cent. of all successtul 
tes were 1.C.S. Students. 
International Correspondence Schoo!s 
offer empreensivs and up-to-date 
Home Study Courses in preparation for 
both the A.A. and the LL.P.A. Exams. 
All candidates are coached until success- 
ful. We also give specialised training 
in COMMERCIAL ART, POSTER DESIGN, 
LETTERING and SION WRITING. 
Write today {or free book to DEPT. 2E 
INTERNATIONAL CORRESPC MD (NCE 
» international Boys ta 
Kingewey, London, W 
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ADVERTISER'S WEEKLY 


The 


Independent 


Monthly Journal 


with the 


largest paid 


readership* 


among 


Top Executives 


is 


Business 


THE JOURWAL OF MANAGEMENT IN INDUSTRY 


*The A.B.C. certificate for Jan.-June, 1954 
shows over 13,300 copies sold regularly 


every month. 91% of these copies go to 
Top Executives in British Industry and 
Commerce. 


SEPTEMBER 3), 1954 


— STOP PRESS — 


ITA open talks with 24 


programme 


TIME ALLOCATION 
DECISION SOON 


The Independent Television 
Authority has begun series of dis- 
cussions with about 24 potential 
programme contractors. 

Before he leaves for the USA on 
October 15, chairman Sir Kenneth 
Clark is expected to announce 
ITA’S decision on the arrangements 
for allocation of programme times. 
It is understood that final choice of 
contractors is not likely to be 
announced until later. 

Although preliminary discussions 
about the setting up of an adver- 
tising advisory committee have 
taken place between the ITA and 
the advertisers’ and advertising 
agents’ organisations it is most 
unlikely that any decision about the 
nature or constitution of the com 
mittee will made until the 
appointment of contractors and 
allocation of times is settled. 

On Monday the ITA moves to its 
temporary headquarters at 12-16 
Woods Mews, ‘Park Lane, W.1 
(Mayfair 6272). 

Newcomer to board of Incor- 

rated Television Programme Co., 

td., which, as announced last week, 


has applied to the ITA to be pro- 


mme contractor on national 
basis, is Anthony Gishford, director 
of Boosey & Hawkes, Ltd. 

Opening the North London Radio 
Exhibition yesterday (Wednesday), 
David Gammans, Assistant Post 
master-General, said: “When com- 
mercial TV comes we shall have a 
much higher quality of programme. 
We have had certain misgivings 
about commercialised TV, but now 
we see the people who have been 
chosen by the Government to run 
the second programme for us. They 
are of the highest possible character 
and intelligence.” 


NEW WAGE CLAIM 


New wage claim has been sub 
mitted to proprietors of national 
newspapers by Printing and Kin- 
dred Trades’ Federation on behalf 
of seven of Federation's affiliated 
unions. 

The claim, which the proprietors 
are considering, asks that the stabili- 
sation of wages introduced in 1951 
should be ended and the system of a 
sliding scale which links wages with 
the official retail prices index should 
be abandoned. 

Instead, they ask that, from begio- 
ning of November, present bonus 
based on the index should be con- 
solidated with basic wage rates and 


| that there should be an increase of 


25 per cent in the proposed con- 
solidated rate. The unions are also 
seeking third week's annual paid 
holiday, to be taken outside the 


| ordinary agreed period for annual 


Business Publications Ltd., 
180 Fleet St. London E.C.4,—Tel. Chancery 8844. | 


ber 90. 1954 Printed in England by St Clements 


| at 25 Old Burlington Street, to-mor- 


holidays. 


Spaarnestad Publications, who 
print in Holland 10 publications 
selling in Holland, Germany and 
Belgium, are to open London offices 


contractors 


row (Friday). Miss E. Cooper, pre 
viously Spaarnestad’s representative 
here, is a director of the new com 
pany. Among the journals pub 
lished by the firm are “Libelle,” the 
latest Dutch issue of which carried 
130 pages, and “Panorama Katho- 
lieke Ilustratie.” 

National Federation of Meat 
Traders’ Associations has instructed 
its executive “to consider the possi- 
bility of promoting a national adver- 


E. McKnight Kauffer, one of the 
most influential poster designers in 
this country between the two world 
wars, has died in America, where he 
has been living since 1941. 


Redifon Ltd., one of Rediffusion 
group of companies, has appointed 
Roy A. MecLeavy as press officer 
and assistant to the publicity 
manager. 


eer 
Mr. McLeavy, who is 27, recently 
resigned from Amalgamated Press, 
where he was club editor of a num- 
ber of the firm’s juvenile publica- 


Norman Moore, president of the 
Advertising Association, is pro 
gressing very satisfactorily after his 
recent operation and is expected to 
leave hospital next week. 


Viscount Swinton, Secretary of 
State for Commonwealth Relations, 
will be principal guest at 1955 
annual dinner and dance of Insti- 
tute of Public Relations at Gros 
venor House, Park W.1, on 
Friday, February 25. 


The Archbishop of York will 
speak at the luncheon of the Guild 
of British Newspaper Editors, to 
follow the annual meeting on 
October 19. 


Publicity controller of the Pruden 
tial from 1947 until his retirement 
early in 1950, John Rich has died, 
aged 64. He was formerly a mem 
ber of the executive committee of 
the Incorporated Society of British 
Advertisers. 

Mr. Rich joined the Prudential at 
the age of 16 and served th: com. 
pany for nearly 45 years. 


A “Radio Times Annual” will be 
published for the first time on 
November 5. Carrying 96 pages, it 
will sell at 2s. Page size will be 
the same as the “Radio Times.” 

Full-colour cover will depict a 
television studio during production 
of a variety show. There will also 
be a colour section inside. 


Denis Hoffman, formerly account 
executive and promotion manager 
with Graphic Arts Lid.. has been 
appointed PRO to the Metal Indus 
tries Group. 


Press Lud Portagal S Kings ay 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Pleet Street. London. E.C.4 (Phone Chancery #844) 
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